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The day they found 
Bridey Applebaum 
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I radio hard-sell 
the "Easy way" 
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IN ST. LOUIS 




K WK -T V 



CHANNEL 



REALLY RATES! 




Channel 4 keeps the St. Louis 
market covered with the best 
in entertainment with a strong 
CBS program line-up throughout 
the day, augmented with the 
top ABC shows and fortified with 
favorite local leaders such as 
Tom DaileyV'Recallitand Win", 
"The Gil Newsome Show" and 
"The Fred Moegle Show". 



Serving 
the Great 
St. Louis 
Market 





. ***** 

keep, covered 



AUDIENCE-WISE 

With the tremendous local and 
national program line-up, 
KWK-TV naturally ranks first in 
the great St. Louis Market. ARB 
and Telepulse have consistently 
shown that KWK-TV is first with 
the viewers in Channel 4's large 
coverage area. 



RESULT-WISE 

Offering the best in entertain- 
ment plus the largest audiences, 
KWK-TV presents to its adver- 
tisers the largest most consistent 

sales potential a potential that 

more and more advertisers are 
consistentlyturning to their sales 
advantage in the rich St. Louis 
market. 




in ST. LOUIS You Get MORE on 



Rcpip-.cnlcd Nationally By THE KAIZ AGtNCV INC 




Colgate's MCM 
film investment 
upgrades spot 



Lever brand 
men rejected 
'omnibus" idea 



Weaver departs 
as NBC names 
4 exec v.p.'s 



Lack of minutes 
veers Vick from 
spot loyalty 



Colgate's deal with KTTV, Los Ange les, for a weekly sponsorship of 
MGM's pre-1949 toprung boxoffice films occasioned 2 types of comment 
within advertising circles: (1) it constituted a major boost for na - 
tional spot in the realm of feature films and (2) it was an experi - 
ment wor t h watchin g by major spenders with an extensive list of prod- 
ucts. The Colgate sponsored films will run Friday nights, between 8 
and 10 at a package price of $15,0 00. Annual billings would come to 
around $750,000. As transaction now stands, it ranks as largest 
single spot sale made to date in L.A. market. 

-SR- 

Some time before Colgate decided on its "omnibus product plan" in- 
volving sponsorship of MGM features on KTTV, Lever Bros, considered a 
like concept for itself. Features Lever had in mind were those from 
the Warner Bros, vaults. Big sna g Lever ran into was that it couldn't 
get enough of its brand managers to come into such a joint proposi- 
t ion. They preferred to spend that sort of money participating in 
network shows. Apparently control over brand ad decisions at Colgate 
is more centralized. 

-SR- 

Pat Weaver's resignation as chairman of the NBC board was described 
along Madison avenue as the formal period to an epoch in television: 
the era when big ideas and big programing budgets were imperative to 
speeding up set sales and getting tv as an advertising medium off the 
ground. Weaver's exit was announced on the heels of NBC's di s closure 
of its latest executiv e reorganization and creation of four execu- 
tive v.p.'s under president Robert W. Sarnoff. Their names and func- 
tions: Thomas A. McAvity, tv network programs and sales; Charles R. 
Denny, NBC's owned stations and spot sales; David C. Adams, corporate 
relations, and John M. Clifford, authority over talent and program 
contracts, legal matters and treasury affairs. Realignment of top 
level management followed a Booz, Allen & Hamilton survey. Weaver is 
mulling several offers, including, it is reported, the presidency of 
Y & R and a top post at R & R. 

-SR- 

Vick's switch of most of its BBDO business back to Morse International 
served to focus trade attention on a radical change in air media 
policy. Vick is now placing the bulk of its television money in net- 
work co-sponsorships ("The Big Story" and "The Jonathan Winter Show"). 
This is in sharp contrast with its prev i ous status : one of spot ' s 
oldest and most reliable users. Vick's high command instructed BBDO 
to go show shopping after the agency found it couldn't get enough 
good full-minute prime night-time spots in all the markets required. 
Vick figures it can't tell the story about a product — particularly 
a new one - in less than a minute. BBDO's loss affects Vapor Rub and 
Vatronal and about $2 million in billings. The cough syrup remains 
and will likely go spot. At least BBDO has asked for availabilities. 
Morse is 100% Vick-owned. The remedies had been with BBDO 5 years. 
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ABC's a.m. plan 
draws 22 radio 
neophytes 



Is latest spate of 
agency shifts clue 
to big reshuffle? 



2nd NCS due 
at agencies 
shortly 



Filters, autos 
cue national 
spot surge 



Agencies want 
AFTRA to update 
its radio code 



Added proof that a change of programing and selling concept can at- 
tract advertisers who've never been in radio before: of the 50 ac- 
counts ABC radio corraled during first year, just ending, for its 
morning five-minute block plan, 22 were completely new to the medium. 
This segmented selling has garnered well over $6,500,000 this year. 

-SR- 

Winter of discontent among clients seems suddenly to have undergone a 
resurgence that might, when casualties are counted, be comparable to 
the great account turnover of 1955 (see SPONSOR, 28 November, 1955). 
Tide started in August with Block Drug leaving Henry B. Cohen. Within 
two days of each other this month there came the Colgate's cancella- 
tion of about $13 millions of its billings at Esty and Vick's return 
of a major block of its tv operations at BBD0 to Morse International. 
McCann-Erickson is reported to be in line for $6 million of the Col- 
gate business (the Vel family and Brisk) , while the balance is expect- 
ed to go to Ted Bates. Other accounts that the Madison avenue buzz 
centers mention as headed for new homes are Ethyl gasoline and duPont f 
both very old tenants at BBD0. McC-E, likewise, is reported all set 
to receive the budget chunks from Ethyl and duPont . One of McCann's 
top management men, v. p. Robert E. Healy, was at one time Colgate 
ad director. Addition of Colgate, Ethyl and duPont would put McCann's 
domestic billings in the $200 million class — No. 1 in the field. 

-SR- 

Maj or agency media departments are looking forward with sharpened 
interest to the release of the 195 6 version of the N ielsen Coverage 
Service data. Nielsen's timetable of availability to subscribers to 
this tv-radio data: home coverage, end ogf September; stations and 
networks, 15 October. Previous survey was issued in 1952. Unlike 
then, Nielsen has coverage measurement field to itself. (See SPONSOR 
15 October 1956 on How to us e N.C.S. No. 2.) 

-SR- 

National spot business — both tv and radio — should find the fall and 
winter seasons decidedly bustling ones. The two big sources of in- 
come , say Madison avenuers, will be the cigarettes and the automo- 
t ives . The battle among the filter brands has already broken wide 
open — with Lorillard and American Tobacco as the leading protagon- 
ists. Auto manufacturers can be looked to for an unprecedented spend- 
ing spree as they unveil their 1957 models. 

-SR- 

Negotiations to open this week between AFTRA and the networks on a 
new contract may produce some unanticipated fireworks . The source: ad 
agency men who'll be sitting in as observers. AFTRA will demand among 
other things that pension and welfare arrangements existing in tv be 
extended to radio and transcriptions. Agency delegates will counter, 
through networks, with a demand that conditions and regulations stipu- 
lated in AFTRA' s present code of fair practices be adjusted to meet 
present day uses of radio. Agencies contend that practically the whole 
boodle of provisions in the radio code apply to the day when sponsors 
all had their own shows and not 5-minute segments or participations. 



(.Sponsor Hf ports <*oii(iiiii<».v |»m<;<* 



2 



SPONSOR • ] 7 SEPTEMBER 1956 




WPEN LEADS ALL 
PHILADELPHIA STATIONS 
IN SHARE OF AUDIENCE 

INCREASES 
SEVEN DAYS A WEEK!* 




AND WPEN Has More Local Advertisers 
And More National Advertisers 
Than Any Other Station In Philadelphia** 

* PULSE— May-June, '56-'55-'54. 
** BAR Reports. 

REPRESENTED NATIONALLY BY GILL-PERNA, INC. New York, Chicago, Los Angeles, San Francisco 
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TV'S NEXT FIVE YEARS: WILL THE BOOM CONTINUE? 

The answer is yes. N>nie 1961 gue-.stt mates: 16 million tv homes. 57 million set*, 
pnj.nl) ly 33 T color tv saturation 

HOW TO MAKE SPOT RADIO AND TV EASIER TO BUY 

Simplification and standardization () f spot buying processes can encourage more ad- 
vertisers lo n-e medium. Here are eight roads toward improvement 

IS BLANKET CONVENTION COVERAGE AN AUDIENCE BUST? 

\clmen polled hy sponsoh on controversy stirred by convention coverage see curtailed 
\ersion and selective sponsorship in 1%0 

NOW YOU CAN BUY RADIO BY EAR 

By dialing telephone number, timebuyers will be able to request audition of the NBC 
radio show they want to hear without leaving their desks 

WHAT'S YOUR FILM SHOW'S IDENTITY QUOTIENT? 

Have yon been wondering how to build around a local film show ? llumpLy Dunipty 
supermarkets couldn't put together more tie-ins if they used all the king's men 

THE DAY THEY FOUND BRIDEY APPLEBAUM 

When a hypnotist transports his subject to the seat of timebnying Madison Avenue — 
something's gotta give 

SPOT RADIO HARD-SELL THE "EASY WAY" 

This company puts nearly whole ad budget into spot radio. Commercial- aim at 
establishing hrand name and price through constant repetition 
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I OCTOBER CHANGING ROLE OF THE STATION REP 

During past two decades rep functions, services have changed considerably. sl'ONsOK spot- 
lights the Weill organization, now 20 years old. 
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ADMEN APPRAISE MARKETING SERVICES 



lien- is an incisive evaluation hy advertising executives of marketing services offered by 
agencies, and suggestions in help inciease their usefulness. 
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WBKB 

IS 

CHICAGO 

Channel 7 WBKB Chicago, WABC-TV New York 
WXYZ-TV Detroit, KABC-TV Los Angeles, KGO-TV San Francisco 
Owned and operated by the AMERICAN BROADCASTING COMPANY 



"flAWX IN CHICAGO'' 
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WEED 

and Company 

asnational sales 



representative 

Now, with just one 
call to your Weed 
man, you can sell 
2/3 of CALIFORNIA 

with the one "Big 
Impact" two -station 
buy: 

KBIF Fresno, 

900 watts on 
XO kc, the only independent 
delivering the nation's No. 1 
farm market plus the whole 
Central California Valley. 

KBIC Catalina , 

ir-noo watts 

on 7-40 kc, only independent 
powerful and popular enough to 
register in surveys of all 3 
major Southern California 
metropolitan areas Los Angeles, 
San Diego and San Bernardino. 

You get high-quality music- 
news, plus maximum coverage 
at lowest cost-par-thousand, 
w th both 

Your Weed contact now can 
'.el you either station ... or 
I otl at KBIC rates plus 

u r t 



ISO' 



John Poole 
Broadcasting Co. 

6540 Sunset Blvd., Los Angeles 28, Calif. 
Hotel Californian, Fresno, Calif. 





f 




Dorothy llooy. Grey Advertising, A cit } ork City, 
has been buying for the Prottor & Gamble a< count 
(it that agency. She feels that two important facets 
oj a timebuyer's job are to establish and maintain 
good relations with station people, and to get 
to know more thoroughly the markets in which 
these buyers incest their clients' dollars. "People 
work better together when they know each other," 
Dorothy says. "Timebuyers should get around 
more. By talking to a station man in his own 
home town, we can learn much more about a 
market than u e will ever learn long distance. This 
would also lead to better understanding oj the 
problems on both sides and quicker solutions to 
these problems." Dorothy jeefs Grey has taken 
great strides toward achieving such a program. 



Arnold Z. Kofioff. President, Arnold & Co., Boston, 
used tr to establish a store personality jor one 
oj his clients a supermarket chain. "Institutional 
advertising," says he, "is ojten overlooked by 
stores trying to meet price competition. They 
confine, themselves to price-product advertising in 
traditional media. Despite price advertising, there's 
ojten little difference in jirices from store to store. 
Consequently, an institutional image assumes great 
importance. If e jeel that a smile is worth a 
thousand words — and by using tv for our client, 
Stop & Shop (one oj Xew England's largest jood 
chains), we are able to show the smile of friendly 
service. Because ue wanted Stop &. Shoj) to be 
looked upon as a family supermarket, we. bought 
a family show at a time the whole family can 
watch it. Each commercial builds a friendly-service 
image, pointing up Stop & Shop's exclusive features." 



David Lomhrrt. Benton & Bowles, Xeic ) ork City, 
has been buying for B <£• B's Curling's account. 
From his background which once included actual 
selling, Dave has formed some solid opinions on 
what advertising publications are effective today. 
"I believe," he explains, "that si>ot radio used with 
outdoor postings is a key selling combination. 
In addition, it's one of the most efficient local media 
buys available today. The low cost-per-thousand 
in both spot radio and outdoor postings offers a 
sponsor good advertising mileage jor his dollar." 
Dave jeels that no advertiser should overlook this 
twosome and that it should definitely be considered 
by the sponsor who is working with a limited budget, 
or one who is aiming at individual local markets. 



C, 
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KTHS 



(LITTLE ROCK) 



Prances Into COLT Too! 



KTHS — Basic CBS Radio in Little Rock — does a 
tremendous job there, and in most of the 
rest of Arkansas, too! 

For example — KTHS delivers Colt (Ark.), a little 
Francis County town that's a good 100 miles 
from Little Rock. Colt is one of hundreds 
of smaller Arkansas communities that com- 
bine with Metropolitan Little Rock to give 
KTHS interference-free daytime coverage of 
3,372,433 people! 

Let your Branham representative give you all the big 
KTHS facts. 



KTHS 



50,000 Watts 
CBS Radio 



BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 

Represented by The Branham Co. 

Under Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 




0.5 MV/M 



K A N S 

KTHS ® UTTLE ROCK 




r 

A S -• > " 



c 




LOUI SIANA <f 



The Station KTHS daytime primary (0.5MV/M) area 
has a population of 1,002,758 people, of whom over 
100,009 do not reeeive primary daytime service from 
any other radio station . . . Our interference-free 
daytime coverage area has a population of 3,372,433. 
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RADIO KPQ GETS 

Results . . . 






2-1 



And We Challenge 
All Other North Cen- 
tral Washington 
Media To Disprove 
Us! 

Yes, that's a strong state- 
ment, but we are prepared 
to back that claim to the 
hilt .... with money on 
the line. 

So if you're buying — or 
plan to buy — the heart of 
Washington State, why 
waste money testing? Use 
the ONE MEDIUM that pro- 
duces 2 to 1! Use KPQ 
Wenatchee. 

AN ABC-NBC AFFILIATE 





5000 WATT^ 
560 K.C. 
WENATCHEE 

WASHINGTON 



REGIONAL REPRESENTATIVES 
Moore and Lund, Seattle, Wash 

NATIONAL REPRESENTATIVES 

For/oe and Co., Incorporated 

lOnc of the Big 6 Forjoc Represented 
Stations of Washington State) 




By Bob F ui email 



to hut politicians can leavn from hailpla i/vrs 

Much as I dislike to pummel a dead cat. I feel compelled 
to add a word or two of disfavor to those millions of words 
already heaped upon the heads of the politieos whose two 
recent conventions had all the dash and verve of an interna- 
tional mumbly-peg festival. What brings me to this is that 
recently — within a few days of each other — I witnessed four 
different baseball players on tv. and I think on-camera poli- 
ticians might have learned a thing or two from these gentle- 
men's performances. 

In the old days, professional athletes generally had the 
charm of the Neanderthal man and were as devoid of vocabu- 
lary, modest} , and personality as the lead character in "'You 
Know Me, AT* by the late, great King Lardner. 

The four ball players I saw were Ted Klu^zewski. Joe 
Adcock, Bob Feller and Herb Score, the first two appearing 
on the network Garroway epic and the latter two in a Red 
Barber local program right after Score had almost pitched 
a no-hitter against the Yankees and had also hit a homer and 
a single. 

Each of these gentlemen was as articulate as Dr. Frank 
Baxter and as poised and delightful as any daytime person- 
ality. Adcock apologized for his rhubarb with Reuben Gomez 
and allowed that his antagonist was a fine player, etc. Klus- 
zewski was modest, interesting and delightful. Feller was 

ic intrinsic values of Little League 
And Score, still perspiring, was genuine and 



most intelligent about 



baseball, 
fascinating. 

The lessons that might be taken from the aforementioned 
characters have. 1 believe, a bearing on political rallies which 
mihl be televised. First and foremost, an individual who 
demonstrates restraint as well as respect for his opponent 
and, at the same time, admits to a smidgeon of human falli- 
bilitv is one that the public will take to its heart. 

No politician has ever learned this lesson. Heretofore 
this didn't matter since there was no close-up scrutinizing 
by millions (in their homes) before television. Now. how- 
ever, an overhearing attitude, a pompous egotism, and 
mouthed-but-not-iucant cliches, exposed via the t\ camera, 
blalanll) and all too clearly come through for what they 

I Please turn to page (v\ \ 
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Here is a model of WRC and VVHC-TV's new $4- 
million plant — the first ever built from the ground up 
specifically for Color Television. This is another giant 
step in NBC's development of complete loeal facilities 
for nationwide color-casting. By Fall of 1957, NBC's 
key stations in the Capital will be serving their adver- 
tisers, their audiences and the nation from the most 
advanced structure of its kind. 

For advertisers, it represents the newest, most dynamic 
approaeh to a market of eonsumers with the largest 
family ineome in the eountry. 



For Metropolitan Washington, it represents an oppor- 
tunity to see live, loeal programming in Color, supple- 
menting NBC's network Color service. 

For the nation, it represents the prospect of seeing 
important events and personalities transmitted from the 
Capital with the total realism of glowing Color. 

This is the building to keep your eye on. It is an integral 
part of booming Washington. It promises a brighter, 
more eolorful future for your produet, vour customers 
. . . and you. 



WRC and WRC -TV.. ■ SOLD BY SPOT SALES 

NBC LEADERSHIP STATIONS IN WASHINGTON, D.C. 
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Falstaff 
bought it 



C. Schmidt 



bought it 




STARS IN 



39 all new half-hour action-packed motion pictures filmed on location with the 
cooperation of Nevada's law enforcement agencies. Vivid scenes of Mojave dc 
Virginia City, Lake Tahoc, Reno, Las Vegas offer backdrop for thrilling adventii 



for a total 
f 71 markets 



How about 
you? 




1 



MEDIA DIRECTORS WHO MATCH BUDGET 

ALLOCATIONS TO CHANGEABLE MARKET DEMANDS ARE 




ON 




AS A BASIC 



ADVERTISING 




MEDIUM 



ROGER BUMSTEAD, Media Director for MacManus, John and 
Adams, New York, spells out his reasons for preferring Spot for 
clients like White Rock, Good Humor, and Regent Cigarettes: 

"EVERY PRODUCT AND EVERY MARKET PRESENT THEIR OWN 
SALES AND DISTRIBUTION PROBLEMS. SPOT'S ADAPTABILITY 
-VERTICAL, HORIZONTAL, SATURATION, WHAT YOU WILL- 
MAKES IT POSSIBLE TO TAILOR 
CAMPAIGNS TO THE SPECIFIC 
NEEDS OF SPECIFIC CLIENTS." 



TION, v\ 



SPOT SALES 



TV FILM -Radio Commercials? Call Hollywood 5-6181 




The Song Ad Crew Is Ready! 

At 6000 Sunset Boulevard, Hollywood, 
Song Ad Film-Radio Productions has the 
country's only complete-under-one-roof 
organization creating ideas, music, 
animation and live action for your 
television film and radio commercials. 
Song Ads has developed special ways 
(no one else has 'em!) of working 
successfully by mail and phone with 
agencies in all parts of the U.S.A. 
You and your client save travel time 
and cost. You gain the creative and 
production skill of a powerhouse group 
of television-radio-film ad men whose 
solving of other agencies' problems has 
resulted in a string of success stories 
yay-long. Write or call us collect. Now! 



Film-Radio Productions 

6000 SUNSET BOULEVARD 
HOLLYWOOD 28, CALIF. 
San Francisco: Ross Bldg — SUtler 1-8S85 





MADISON 



sponsor invites letters to the editor. 
Address 40 E. 49 St., New York 17. 



ANDREA DORIA 

Many, many thanks for your incisive 
and friendly column about our special 
one-half hour on the Andrea Doria. 

Frank Stanton 

/'resident 

CBS 



WHOSE WHOSE IN PICTURES 

In fairness, one item must be added 
to Boh Foreman's description (20 Au- 
gust issue) of CBS handling of the 
Andrea Doria disaster. 

Mr. Foreman was exceedingly en- 
thusiastic over the remarkable film 
which showed the Andrea Doria slid- 
ing beneath the water. So am I. 

It should be recorded that this film, 
which from the context of the column 
is credited to CBS. actually came from 
the camera of Gene Broda, a top cam- 
eraman for I nitcd Press Movietone 
^.ews. 

Mr. Broda was the man who was 
there first and got aboard a Coast 
Guard aircraft earn ing newsmen who 
covered the sinking on a cooperative 
basis. His film was pooled to the in- 
dustry . 

I raise this subject because credit 
for the splendid job should remain 
where it belongs. 

\Y. R. HlGGlNBOTIlAM 

Manager, 

U.I'. Movietone j\eus 



• 1 %mi cmm-raiiu'll actually photographed the 
>iilkiii£. Out? was Ccno ltrocla of UIVYIT, the 
other \*a> 'roily Petri of CHS. Since Itrutla'fe 
film \%}\« pooled il aKo appeared oil CH"*. 



RADIO RESULTS 

We have been reading sponsor for 
tome time and have used it in our op- 
erations, here at WACR. 

We especially note and use the sec- 
tion on radio results which gives us 
mam ideas. 

Albkht E. Caim'k 

Manager 

WACH 

Columbus. Mississippi 
{Please turn to page 16) 
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.TENMESSEE 



Huge Gains in 

Hometown Popularity 



MISS. 





^ BIRMINGHAM 

Pi 




Number of Local Accounts More 
Than Double Last Year's 



First Seven Months 



1956 

397 



1955 

180 



i 



Ask your Blair representative 
for a list of the Local Accounts 



WAPI and WAFM represented by WABT represented by 
John Blair & Co. BLAIR-TV |' 




FLORIDA 




By Joe did a 



Hollywood paelntfie no threat to tv film strips 

As this is being written, the ink has hardly dried on the 
contracts between Arthur Loe\s and W illiam Paley whereby 
CBS o.-and-o. stations in New York. Chicago and Milwaukee 
(and possibly in St. Louis and Hartford, if FCC approve* 
CBS's taking over station- in those towns) are given the 
exclusive and unlimited right for .-even years to play any 
of the 725 pre-1918 MGM feature length films in the Loew's 
vaults ( exeepting, of course. Gone With- the Wind and The 
Wizard of Oz.) Mr. Paley"- -tation- will pay Loew's, Inc. 
about $11,000,000 for these rights. 

That broadly-smiling, hearty and hustling Irishman, 
Charles '"Bud"* Barry, who is v.]). of Loew's new Iv division. 
MGM-TV, at the same time, lias utilized vast amounts of 
sunshine he accumulated while employed in key positions 
with ABC, NBC and the William Morris Agency to manu- 
facture hay in additional million dollar deals for the same 
rights, involving the same films with Triangle Publications 
(Philadelphia Inquirer ) for their four stations in Philadel- 
phia. New Haven. Binghaniton and Altoona: King Broad- 
casting for its stations in Seattle and Portland; and KTT\ 
in Lo> Angeles. There is no reason to feel that before this 
piece sees print Messrs. Loew. Barry and their associate- 
will not have made the same leasing arrangements for these 
725 pictures with other teleeasters. 

Just before WCBS acquired the New York rights to the 
films, the Loew's were in negotiation with WOR-TY. who 
were eager to acquire the Gotham exclusive to these movies. 
And this, notwithstanding the fact that even without the MGM 
product, the Tom O'Neil New York station is already pro- 
graming out of a total weekly program -chedule of H.7 1 ^ 
hours over 75 hours of feature film. 

And with Loew's punching up new multi-million dollar 
leasing arrangements on its product there is no question 
that 20th Century Fox will shortly dump another vast catalog 
of its pictures into the tv pot. 

All of which has resulted once more in much hand-wringing 
, on the part of certain tv film producers and distributors. 
I Hence it may he well to scan the current programing horizon 
to determine whether the lament is justified that all this fea- 
ture film product will make it impossible to find time for a 
{Please turn to page 60) 
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the 
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is 

worth 
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. . . more 
sales 
for 
you 
in 

Philadelphia 



Figuratively speaking, Bill Givens, Vince 
Lee and their canary-friend, "Rover," have 
the Greater Philadelphia Area by the ear. 
Morning and afternoon, Monday through 
Friday, "The Rover Boys" entertain with 
music and laughter, garnished with good 
hard sell. 

From 5:00 to 6:30 a.m., they spark the 
dawn with favorite tunes, news, weather, 
guest-stars, and the tinkling old player 
piano that's practically their trademark. 
From 5:00 to 6:00 p.m., they lighten the 
late afternoon with the best in recorded 
popular music plus their own special 
brand of humor. 

Between melody, comedy, and "Rover's" 
trills, Bill and Vince sell for such lead- 
ing and varied advertisers as American 
Oil, American Tobacco, Best Foods, Capi- 
tal Airlines, Dow-Coming, Fels & Co., 
Hotpoint, Quaker Oats, Reader's Digest 
and Slenderclla . . . sell to as many as 
60,000 listeners per commercial at an end- 
rate cost of 52$ per thousand! 

Let "The Rover Boys" get your sales on the 
wing in Philadelphia. In New York, call 
your NBC Spot Sales Representative for 
a Radio-Phonic Spot Buying audition. 




WRCV... 




. . . SOLD BY ^^Cj SPOT SALES 

NBC Radio leadership station in Philadelphia 
Lloyd E. Yoder, Vice President and General Manager 
Hal Waddcll, Sales Manager 



{0 




49TH & MADISON 

{Continued from page 12) 
CREATIVE THINKING ON WBKB 




Professor G. Herbert True speaks on creativity 

Our newest public service promo- 
tion features Professor G. Herbert 
True, on leave of absence from Notre 
Dame University, in a tv show entitled 
The Gold Mine between your ears. 

The program consists of discussion 
I without commercials I on creative 
thinking bow to recognize it. under- 
stand it. kill it and how to be more 
creative. 

Professor True appears over our 
station WBKB Chicago at 11:30 p.m. 
Sundav . 

Mrs. M. Wells 
Polk Bros. 
Chicago, Illinois 

• Sl'ONSOIi readers will n-rall IIitIi Inn- as 
the compiler of SPONsOH's Television fticlionary 
llandln)uk published several > pars ago. Ite<tuest» 
for tin' dictionary are still bring recei»rd and a 
limited milliner of copies tire a\ailahlc at $2 each. 



CORRECTION PLEASE 

Move over Harry. You too. Harold. 
I've made a mistake also. 

I know bow it feels to be stomped 
by an elephant, or kicked by a donke). 
I'm the guy that wrote the copy for 
the WCCO advertisement tbousands of 
you saw in 20 August issue of sponsor. 

That 97% in the second line of copy 
should realK be 47'"t . This means the 
other percentage (the one in the foot- 
note ) should be 5.4. 

It was siinplv a non-malicious mis- 
take on inv part. And I want to apolo- 
gize to all of you. 

This may be a unique situation. 1 
think it's the first time in history any - 
one ever made a mistake in a trade 
journal advertisement. 

Gene Coot 
WCCiVYV 

Minneapolis, Minnesota 



SPONSOR • 17 SEPTEMBER 1956 



ded in this group are such screen triumphs as... 




BERLIN CORRESPONDENT 

Dana Andrews and Virginia Gilmore 



...and twenty-three more 
outstanding feature films 



W RITE-WIRE-PHONE, TODAY! All the details are available to you from 



HAROLD GOLDMAN. V P CHARGE OF SAIES 



a no 



XAL IeLEF. 



OC1ATES, LYC 



Chicago, iiiinois 



... Miihif •« I $561 



> 5 t m STREET • NEW Y 



HOLLTWOOD. CALIFORNIA MONTREAL. CANADA 
tt1\ JiikkI ll>4 1414 Ii. Ctlh.ti.t St. 

Pk.m Ci.iI»i»- I. IMI rhnir V«i»niiy *-MtS 



N Y • PHONE PLAZA 7 2 1 o n . CABLE nattelfilm 



MEMPHIS, TENNESSEE 
JtOS St.tiik IviUi.f 
rhmi Jttk IM 4-IS4J 



BOSTON, MASS. 
Il.thf Haiti Of lie. li>iUi*f 
Phoxt: lik«rt T I HJJ 



MINNEAPOLIS, MINNESOTA 
HOT Ctffria Art.vt 
Ph.nt: F«J«.I 1-701} 



1 r ' 

I 



NTA... 



r/HP 

touches off 



the most 



1 1 i 



spectacular event 
in television 
programming history... 




55% More Than in 1950° 

Now more than Portland, Ore.; Birmingham, 

Alabama; Columbus, Ohio or 

Norfolk and Portsmouth, Virginia 

combined. 

San Diego has more people, 
making more, spending more 
and watching Channel 8 more 
than ever before. 

'Sales Management, 1955 



KFMBt^TV 

WRATH ER ALVAREZ BROADCAST! NO. lNC^B MIBpnin 

SAN DIEGO 



Edward P«try * Co- Inc. 



A m e ritl'i more market 
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Coming to Miami? 

(via plane, train, and/or timo-buy ?) 

don't miss the new WQ AM 
♦ ♦ ♦ newest of the Storz Stations 



The stale's oldest station, serving 

all of Southern Florida with 5,000 watts 

on 500 kcs. 

For a "uided tour, talk to the 

man from Blair or AVQAM General Manager, 

Jack Sandler. 



THE STORZ STATIONS 1 'resident : Tmlil Storz 



PROGRAMMED FOR TODAY'S LISTENING AND SELLING 



WDCY 

Minneapolis-St. Paul 



WHB WQAM 

Kansas City Miami 

Represented by John Blair & Co. 



KOWH 

Omalia 



WTIX 

New Orleans 



Represented by Adam Young, Jr. 



New and renew 



SPHS 




17 SEPTEMBER 1956 



New on Radio Networks 

SPONSOR AGENCY 



r 

4 '.♦»_ 



ie, Chi 

Palmolive, NY 
te-Palmolive, NY 

S te-Palmolive, NY 

I 

J .te-Palmolive, NY 
f ix, Brooklyn . 



k lei Calif Fruit, San Jose 



4 le Co, Chi 
* ko, NY _ 
< Brands, NY 



_Olian & Broner, Chi 

Bates, NY 

Esty, NY 
-L&N, NY 

.Houston, NY 



Warwick & Legler, NY 



STATIONS 

NBC 1B0 
CBS 203 
CBS 203 
CBS 203 _ 
—CBS 203 . . 
CBS 203 . 



Brisacher-Wheeler, San Fran CBS 120 



|WT, Chi 
MC-E, NY 
Bates, NY 



CBS 203 
_NBC 191 
CBS 203 



PROGRAM, time, itart, duration 



Mary MarRaret McBride; It W 4:15-4:30 pm; 26 Sept. 

thru 7 Nov , 
Backstage Wife; M-F 12:15-12:30 pm; Vi spon; 3 Sept; 

52 wks , . 

Strike It Rich; M-F 2:30-2:45 pm; Vi spon; 3 Sept; 

52 wks 

_Second Mrs. Burton; M-F 2:15-2:30 pm; '/2 spon; 

3 Sept; 52 wks , . 

Our Cal Sunday; M-F 12:45-1 pm; Vi SP 0 "'. 3 Se P*; 

52 *ks „ ,„ , , 

Road of Life; M&W 1-1:15 pm; Vi spon; 30 July; 

52 wks 

Helen Trent; Fr 12:30-12:45 pm; Vi spon; 3 Aug; 
52 wks 

Robt Q Lewis; W B-B:30 pm; 5 min seg; 12 Sept; 
13 wks; Bing Crosby; alt Th 7:30-7:45 pm; 5 mm 
seg; 13 Sept; 13 wks; Robt Q Lewis; Sa 1 1:05-1 2n; 
5 min scr; 15 Sept; 13 wks 
A Godfrey Time; W 10-10:15 am; 5 Sept; 13 wks 
Various; 56 6-second anncts pr wk; 6 Oct; 3 wks 
Backstage Wife; Tu-W-Fr 12:15-12:30 pm; Vi spon; 
7 Aug; 52 wks; Our Cal Sunday; M-Tn-Th 12:45- 
1 pm; Vi spon; 6 Aug; 52 wrks; Second Mrs. Burton; 
M-W-Th-F 2:15-2:30 pm; Vi spon; 6 Aug; 52 wks 




Benjamin B. 
Banks (4) 



\ 



jack 

Cecil (3) 



! Renewed on Radio Networks 



SPONSOR 



AGENCY 



Motors, Detroit for United Motors .. Camp-Ewald, Detroit 
tte, Boston Maxon, Detroit .. 

year, Akron Kudner, NY . 

mg Waters, Tulsa C. L. Miller, Tulsa 

:tt & Myers, NY DFS, NY _ 

itt & Myers, NY DFS, NY _.. 



STATIONS 



CBS 203 
NBC 191 

._. ABC 

ABC 

CBS 202 
CBS 210 



s Co, NY _ 

i of Prophecy, Wash, DC 
;s of Healing, Portland, Ore 



.Kudner, NY 

-Milton Carlson, LA 

.Century, Portland, Ore 



ABC 
.ABC 
ABC 



PROGRAM, time, start, duration 

Lowell Thomas; M-F 6:45-7 pm; 1 Oct; 52 wks 
.Boxing Bouts; Fr 10 pm-concl; 2 Sept; 43 wks 
Cratest Story Ever Told; Su 5:30-6 pm; 16 Sept 
Oral Roberts; Su 2-2:30 pm 

..Cunsmoke; Su 6:30-6:55 pm; Vi spon; 12 Aug; 20 wks 
Cunsmoke; Sa 12:30-12:55 pm; Vi spon; IB Aug; 
20 wks 

Met Opera; Sa 2 pm; 8 Dec; 56-57 season 
.Voice of Prophecy; Su 9:30-10 am; 9 Sept; 5 wks 
Wings of Healing; Su 2:30-3 pm; 52 ks 



i Broadcast Industry Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



) i J. Bennett _ 

i ; Carruth _ 

k Cecil 

I P. Cleary 

I ard W. Coleman 

k , Curley . 

L ur H. Curtis, Jr. 

I I A. Danzig ... 

I De Waal 

t ge W. Fuerst 
I nan S. Cinsburg 

[lid Goldsmith 

r n Goodell 

i ge Graham 

t ge A. Heinemann 
; ett E. Hollihan 

%erick Jacobi 

i e W. Johnson ... 

I Calvin Jones 

>r Katz 

teller 'Jake" Keever 
M. Keys 

e Krantz ... 

1 H. Kremer 

iam L. Lawrence 

ig S. Leon 

iert W. Lester 

■h R. McCawley . 

iam K. McDaniel 
Montgomery . 

> Morse . _. 

[ C. O'Friel 
i cis X. O'Shea 
k ert A. Ralston 
JL "Lud" Richards 
I Rios 
Fa Russell 
[ ard M. Scala 
try B. Schaechter 
ft Schofield 

) B. Sias 

■ k Steltenkamp 



Triangle Stns, Phila, reg sales develop director 

KOOL-TV, Phoenix 

WDXN, Clarksville, Tenn, Mgr 
NBC Rad, NY, prog director ... 

WNBQ-WMAQ, Chi, adv-promo-mrchndsng director 
Wilson, Markey, England, San Fran, acct exec 
Hollingbery, Chi, head tv sales 
NBC Rad, NY, prog planning-development director 
.WBBM, Chi, acct exec 

NBC Spot Sales, San Fran, sales mgr west div 
NBC TV Film, NY, adv-promo mgr 
CBS TV Film, Chi, acct exec . ... 

Meeker, NY, sales . 

.NBC TV, NY, admin sales 
WNBQ-WMAQ, Chi, prog director 
ABC, LA, west div sales mgr 
NBC TV Film, NY, pub mgr . ... 
KLOH, Pipestone, Minn, prog director 
KYW-TV, Cleve, prod mgr 
CBS TV, NY, research director 
NBC TV Film, NY, natl sales mgr 
WNBQ-WMAQ, Chi, sales director 
.WRCA-TV, NY, prog director 
CBS Rad Spot Sales, Chi, acct exec 
NBC TV Film, NY, prOR-prod mgr 
KTYL, Mesa, Ariz, acct exec 
Mich Hospital Serv, Detroit, sales 
Ev Star News, Wash, DC, promo art director 

KNBC, San Fran, gen mgr — ... 

KIKI, Honolulu, sales 
.Smith-Candy Ford, Seattle, sales 
WBC, NY, exec staff 
.Kagran, NY, gen mgr 
CBS TV, NY, exec producer 
WBZ, Boston, natl acct exec 
KRKD, LA, comml mgr 

KFDM AM-TV, Beaumont, Tex, prog director 
.WFBC AM-TV, Altoona, prog director 
H. Koch Adv, NY 
KXLA, Pasadena, Cal, comml mgr 
PCW, Chi, acct exec 
WW|-TV, Detroit, sales 



Same, exec asst to gen mgr 
-Petry, San Fran, tv dept 

Dixie Net, Jackson, Tenn, vp chg 7 am stns 
..Same, gen prog exec 

WNBQ, Chi, mgr color sales 

C. P. Hollingsbery, San Fran, acct exec 

PCW, Chi, acct exec 
.Same, prog dept head 

CBS Rad Spot Sales, Chi, acct exec 

KNBC, San Fran, gen mgr 

Cal Natl, NY, adv-promo mgr 

Same, branch mgr 
.NBC Spot Sales, NY, tv sales 

NBC Rad, NY, director sales service 

WRCA-TV, NY, prog mgr 

Petry, La, rad sales exec 
..Cal Natl, NY, pub mgr 

WF1N, Findlay, Ohio, prog director 

KDKA-TV, Pitts, prog mgr 

Same, vp-daytime progs 

Same, sales director 
.Same, adv-promo-mrchndsng director 

Screen Cems, NY, home office director prog development 

Same, sales develop mgr 

Cal Natl, NY, east unit prog dvclop director 
KPOK, Scottsdale, Ariz, sales-service director 
WJR, Detroit, sales 

WRC AM-TV, Wash, DC. adv-promo mgr 
-NBC Rad, NY, in chR sales 
KCMB, Honolulu, sales 
KTVW, Seattle, acct exec 
KDKA-TV, admin asst to vp 
Cal Natl, NY, mrchndsng director 
Same, net programs director 
RAB, NY, natl sales exec 
KITO, San Bernardino, Cal, gen mgr 
Same, local sales mgr-asst ops mgr tv 
Same, gen mgr 

WKNB, W Hartford, promo-pub relations 
KRKD, LA, comml mgr 
PCW, NY, acct exec 
.^mc & WWJ, sales develop mgr 





George A. 
Heinemann (3) 




B. Calvin 
Jones <3) 




H. Weller 
Keever (3) 
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IMew and, renew 



William L. 
Lawrence <3) 




Ceorgc C. 
Newmann i5) 




Paul C 
O'FricI (3) 





Francis X. 
OShea (3) 




Donald J. 
Tragcscr (3) 




Arthur R. 
Trapp (3) 




3. Broadcast Industry Executives (continued) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Cal Stewart 
John Stilli 
Donald J. Tragcser 
Arthur R. Trapp 
Earl Wenncrgrcn 



WOWO, Ft Wayne, anncr-mc .. _ 

KDKA, Pitts, sales mgr .. . 
KDKA, Pitts, sales . . 
CBS TV, NY, acct exec 

Rocky Mntn News, Denver, am-tv columnist 



Same, news-special events director 

KDKA-TV, Pitts, sales mgr 

Same, sales mgr 

Hoag-Blair, NY, acct exec 

KLZ AM-TV, Denver, pub relations director 



4. Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Benjamin B. Banks — 
Cordon F. Buck 
Tom E. Chantron 
Lloyd C. Chapman 
Henry C. "Jack" Childs 
Horace Curtis 
Ransom P. Dunnell 
Robert F. Husscy 

lohn M. Klock 

Henry A. Mattoon 
Henry ). Opperman 
William ). Raymond 
Joe H. Scrkowich 

Syl Shcr 

Howard Webb 
Timothy ). Stone 
Edward M. Stern 
Ethel Wicder 
Bert Zausmcr _ 



RCrR, NY, vp-acct super 
FCB, Chi, asst gen mgr branch office 
Kraft, Chi, prod mgr 

KDKA-TV, Pitts, sales mgr 

WKY-TV, Okla City, writer-prod-director 
BBDO, NY, vp-acct super 
D'Arcy, Chi, head am-tv 
FCB, Chi, vp 

Lufkin Rule, Saginaw, adv mgr 

Reach, Yates 6 Mattoon, NY, prcs .. 

C. Wade, NY, tv prod .. . 

Ayer, Phila, prod dept 
.Aubrey, Finlay, Marley, Hodgson, Chi, vp 
.Litman-Stevens 6 Margolin, Kansas City, acct exec 

Crcy, NY, media . 

LaRoche, NY, acct exec . 

FCB, Chi, media 

_Biow, NY, timebuying super 

.Pfeiffer Brewing, Detroit, sales promo-asst adv mgr 



BCrB, NY, vp-acct super 
Same, vp-mcdia director 
Earle Ludgin, Chi, acct exec 
,Vic Maitland Assoc, Pitts, director am-tv ops 
Erwin Wascy, Okla City, am-tv director 
B&B, NY, vp-acct super 

Humphrey, Alley & Richards, NY, am-tv director 
-FCB, Detroit, media acct exec 

Allman Co, Detroit, media-research director 
_Mc-E, vp-chm mktng plans bd 

Sme, am-vp director 

Same, pins mrchndsng 

Same, director 

Same, timebuying 

Ralph Allan, NY, media director 

B&B, NY, acct exec 

Same, media mgr 
_Compton, NY, timebuyer 

Pitluk Adv, San Antonio, creative dircctor-acct exec 



5. Sponsor Personnel Changes 



NAME 

Dwight R. Anncaux 
B. N. Barber 
Philip M. Barns 
Ceorgc O. Clemson 
Barbara Dilworth . 
John C. Hagcr, Jr. 
Larry F. Hardy 
). Patrick Kane 

Ceorgc C. Neumann 
S. F. Mchring 
James W. Phillips 
Harold W. Schacfcr 



FORMER AFFILIATION 



NEW AFFILIATION 



Hotpoint, Chi, mgr builder sales 
Oldsmobilc Div, Lansing, asst sales mgr 
Y&R, NY .... 
Oldsmobile Div, Lansing, reg mgr 
Atlantic Refining, Phila, mkt research 
Amer Tobacco, Louisville, mfg ops mgr 
Philco, Phila, vp 

A. C. Spark Plug Div, Flint, mrchndsng mgr, oil filters, 
pumps 

David J. Mahoncy, NY, vp 

Oldsmobilc Div, Lansing, req mgr 

Pacific Natl Foods, Seattle, sales-promo mgr 

Philco, Phila, vp-appliance div 



Whirlpool-Secgcr, Chi, mgr spec mkts 
Same, gen mrchndsng mgr 
Colgate-Palmolive, NY, asst director am-tv 
Same, asst sales mgr, cast 
Proctor Electric, Phila, mkt research mgr 
Same, director 

Same, vp-consumer prods div 
Same, sales promo mgr 

_Cood Humor, Brooklyn, mktng-prod develop director 
Same, asst sales mgr, west 
Bardahl Mfg, Seattle, adv mgr 
Same, vp-gen mgr appliance div 



6. New Agency Appointments 



SPONSOR 



American Tobacco, NY 

Armstrong Cork, Lancaster, Pa 

B. T. Babbitt, NY 

Food Specialties, Worcester 

Foremost Dairies, San Fran 

Cordon Baking, Detroit 

Criescdicck Bros, St Louis 

Lever Bros, NY 

Max Factor, Hwyd 

P&C, Cinn 

Rcvlon, NY 

Seaboard Drug, NY 

Wayne Candies, Ft. Wayne 

J. B. Williams, Clastonbury, Conn 

Wilson Co, Chi 

Wilson Co, Chi 



PRODUCT (or service) 

Herbert Tarcyton cigarettes _.. 

building prods 

Cameo 

Pizzamix 

all prods ... . 

Silvcrcup 

beer 

Spry & Instant Liquid Spry 
.Sof-Sct, Dri-Mist 
Duncan Hines Mixes 

tv program — Most Beautiful Cirl in the World 
Mcricin 

.Bun Candy Bars 
Conti prods 

Ideal Dog Food, shortening, animal & 

poultry feed, poultry 
meats & cream soup 



AGENCY 



L. C. Cumbinner, NY 

Ogilby, Benson & Mather, NY 

DFS, NY 

C. F. Hutchinson, Boston 
BBDO, San Fran 
N. W. Ayer, Detroit 
Maxon, Detroit 
K&E, NY 

Andcrson-McConncll, LA 

Gardner, St. Louis 

C. J. LaRoche, NY 

M. B. Scott, LA & NY 

Kight, Columbus, O. 

DCSS, NY 

U. S. Adv, Chi 
NLB, Chi 
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KMTV 

celebrates its 7th 
Anniversary with its 

Color Television Con tor KMTV is proud 
to celebrate its >e\enth ;inni\ cr-ar\ 
September 1st, l)\ telcca-tinji it^ llJOOth color 
program. This big anni\ er>ar\ colorcast will 
be another KMTV exclusive hist the Mid- 
western Ohmpir District Boxing 1 onruamcnt. 

Se\en \ear> ago KMTV joined in pioneering 
black and white tclr\ i-ion, Conliimiiig 
it- pioneering spirit, KMTV now leads in 
the color held, lullj equipped with latest live, 
film and network color equipment. 

From arias to upporcnts — Two important 
nationwide TV firsts were scored by 
KMTV with local colorcasts of live 
opera and boxing. Locally produced 
color pla\ s an important part in 
KMTVs daily program lineup. 

KMTV. Omaha's color pioneer, and ?sHC. 
the nation* color leader, will continue 
to dominate color television in the rich 
channel 3 area. Cash in now on KM I\ s 
leadership. See Pctry toda\. 



COLOR 
TELEVISION 

CENTER Iffi 

CHANNEL 3 

MAY BROADCASTING CO. 






COLOR 
TELECAST 

September 1 



th 







NBC-TV 
ABC-TV 



OMAHA 



Edward Petry & Co., Inc. 
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NIGHT-TIME RADIO 
IN LANSING 
IS 

"ERIK-O" 




'HOUSE of MUSIC" 



with Erik "O' 



8:30 p.m.-12:30 a.m. 
MONDAY THRU SATURDAY 



POPS, STANDARDS, 
JAZZ, NOVELTIES, R&B. 
R&R . . . REQUESTS, 
SPECIAL FEATURES, 
GIMMICKS AND CHATTER 



CALL: 




VENARD 
RINTOUL 
McCONNELL 
INC. 



5000 WATTS 



MUSIC . NEWS • SPORTS 

IN 

Ionising, Michigan 





i mmaituel Goren 

Advertising-merchandising manager, Lehn & Fink Div. 

Lehn & Fink, New York 



This fall Lehn and Fink is switching strategv in its use of network 
television. 

"Until April we sponsored the reruns of / Love Lucy at night," 
says dark-haired joung Manny Goren. ad manager for the Lehn & 
Fink Division of the parent company, which comprises all hut 
Tussv and the Dorolhv Grev lines. 

"Our Sundav night Lucv show was successful as far as ratings. 
We averaged 20 or 21 and at the same time, we had evidence of 
increased sales in tv areas. Hut after cost anaylsis. we decided that 
we preferred a more concentrated audience. Nighttime t\ gave us 
40' r women, who're our specific customers. Davtime. though lower- 
rated, delivers o0'<' plus women. On a cost-per-1,000 basis this 
ma) not compensate, but on a cost-per-customer basis, we're better 
off with daytime." 

Based on this reasoning. Lehn & Fink will be sponsoring two day- 
time shows this fall: Queen for a Day and // Could Be You, both 
NBC TV. The half-hour weekly nighttime show provided Lehn & 
Fink with three commercials, whereas each of the 15-minutc weeklv 
segments in the two shows gives the firm three commercials as well, 

The major product Goren will be pushing in these two shows 
(via McCann-Frickson ) is Lvsol, with a budget of SI million for 
the fiscal year 1956-1957. Over 60' { of this budget is scheduled 
for network l\. 

Although a \oung man in his late twenties. Goren has packed in 
considerable sales and merchandising experience in his career both 
prior to and after college. Despite his knowledge of tv 's glamor 
appeal on the retail level and the importance of local store follow- 
through for advertising. Goren feels cautious about large investments 
in new shows In medium-sized advertisers. 

"Our aims are two-fold to increase store traffic and thereby 
increase sales." savs he. "We feel that the way to do this with the 
minimum risk on network tv is b\ sponsorship of proven packages. 
Hence, davtime participations are a logical answer." 

At home in Forest Hills with his wife. Marcia. Goren t lies to 
ignore the pressures of advertising, "But." he admits candidly. "If 
sou like a business, von "re realh never verv far from the office. 

★ ★ ★ 
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WCAU means 



PHI LADELPHIA 



showmanship 



Some people will always have a warm spot in their 

hearts for the circus. Like us at WCAU-TV. . . 

we started our own and called it "Big Top." Today you 

know it as the "Sealtest Big Top," a network 

show of 84 stations with a weekly audience of about 

10,500,000. That kind of success story can be 

yours at the local level. Because the same WCAU-TV 

programming talent that created "Big Top" 

and made it one of the highest rated network daytime 

shows is yours to command, too. So when you 

think of showmanship, think of WCAU. 



WCAU, WCAU-TV The Philadelphia Bulletin Radio 
and TV stations. Represented nationally by CBS Spot Sales. 
By far Philadelphia's most popular stations. Ask ARB. 
Ask Pulse. Ask Philadelphians. 
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WRGB 1 , 



SCHENECTADY-ALBANY-TROY, IS SOLD BY 



REPRESENTING THESE LEADERSHIP SI 

New York WRCA, W 

BC1 SPOT SALES) KSSS w *» 

Philadelphia WRCV, % 

Washington WRC, V> 

Miami WCKT 

Buffalo WBUF 

Louisville WAVE, W 



df-million 
IB families... 




and any friend of theirs 
is a friend of yours! 

When WRGB's sales-winning personalities tell 
their viewers about your product on their local, 
live programs, it's neighbor talking to neighbor — 
and the good word spreads fast! This fast: With 
individual program ratings as high as 22.1 and 25.1, 
according to the latest ARB, these eight super- 
salesmen draw up to 78% share-of-audience, and 
average an astonishing 56% share! 

To viewers in the half-a-million TV homes of the 
Schenectady-Albany-Troy area, these people are 
next-door neighbors who chat about hometown do- 
ings . . . entertain the family . . . swap favorite 
recipes . . . pass along useful household hints. And 
because their viewers set so much store by what 
they say, a word from these folks means a warm 
reception for your product in a circle of friends as 
big as the 30-county, Northeastern New York- 
Western New England market covered by WRGB. 

Seventeen years of active participation in local 
affairs has earned WRGB the audience confidence 
that produces results for sponsors. And it's this 
same close identification with community wants and 
interests that benefits the advertiser in every mar- 
ket served by an NBC Spot Sales station. 

There's always something extra on the stations 
represented by NBC Spot Sales. 



1- Sunnie Jennings and Ernie Tetrault — home fare — 
Monday through Friday, 9:00-9:30 a.m. A daily serving 
of news, interviews, recipes, household hints, fashions, 
and special features of interest to homeviewers. 
2 ,- Earle Jerris — the earle jerris show — Monday, 
Wednesday, Friday, 1:00-1:30 p.m. Songs and piano styl- 
ings especially designed for daytime viewing. 

3 - Kathy Maguire — taste time — Monday through 
Friday, 2:00-2:30 p.m. Planning, purchasing, and pre- 
paring meals — a complete menu every day. 

**• Grant Van Fatten — trader van — Monday through 
Thursday, 2:30-3:00 p.m.; Friday, 2:45-3:00 p.m. "A 
classified advertising page on TV," bringing together 
viewers who want to sell and viewers who want to buy. 

5 - Glendora Folsom — s. s. Glendora — Monday through 
Friday, 5:00-5:15 p.m. Novel entertainment with a 
nautical theme for children aged 4 to 14. 
e - Bill Mulvey — bronco bill — Monday 
through Friday, 6:00-6:30 p.m. Top family 
fare— cowboy films from live western setting. 

7 - Garry Stevens — TV showcase — Monday 
through Friday, 6:30-6:55 p.m. Music and 
special acts, featuring recording star Garry 
Stevens and his "After-Six Seven." 



94 763 * 



Indisputable evidence of pulling power resulted from a 
television campaign just concluded by a meat packing 
company over WBTW in Florence. Results: 94,763 post 
cards poured into the station in 1 1 days! 

AND only 1 1 of WBTW's loyal 29 counties were eligible 
to participate in the voting for May Queen of the Great 
Pee Dee. Each piece of mail was a ballot . . . obtainable 
only at grocery stores stocking Balentine Meat Products. 
We weren't giving anything away . . . not even a free sample! 

This one campaign offers positive proof of the influence 
WBTW exerts in the Carolinas' fourth largest market. 
Population in WBTW's 100 uv/m area is 1,347,800 with 
51,248,435,000 in effective buying income. 

This success story could have been yours. Contact 
CBS Television Spot Sales or WBTW, Florence. 
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ORENCE, S. C. 



jKnuliMi.N' Standaiii) Mho a dcanti >t<j Company 



TELEVISION BILLINGS ARE HEADED FOR $2 BILLION MARK BY 1961 




1949 1950 1951 1952 1953 1954 1955 1956 1957 1958 1959 1960 1961 

Estimate of future tv billings — as projected by sponsor was based on analysis of past rate of 
climb of tv and total advertising expenditures. The 1949-55 figures are from MeCann-Krirksoii 



TV's next five years: 
will the boom continue? 

The answer is yes. Some 1961 guesstimates: HI million tv 
homes, 57 million sets, possibly 33% color tv saturation 



by Alfred J. Jaffa 

i television ownership due to pass the 75% mark this year, the thought may have occurred to 
more than one adman that, strange as it may seem, video growth is due to end soon. 

After all. how can tv budgets continue to climb if the prime fuel for the tv boom namely new tv 
homes — becomes exhausted ? 

Therefore, it can be assumed tv will shortly find its long-term niche, settle in it, develop its tradi- 
tions, fight for its conventional share of advertising and become a proper and respectable medium. 

End of theory. 

As logical as the above theory sounds, the fact is that more new tv dollars will probably be coming 
into the medium annually during the next five years than during the previous eight. Like manv fal- 
lacious theories, the idea that tv will stop growing falls flat on its face because of failure to take into 
account all the facts. The tv boom is fueled by more than new tv homes. It is sparked by new prod- 
ucts, dynamic marketing, a healthy economy, a boom in babies and the sales effectiveness of tv 
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TV's NEXT FIVE YEARS < Continued) 



itself, w hirh means, among oilier things, 
t\ "s abilih to take money away from 
other media. \nd there are other fac- 
tors, too. like color and the great po- 
tential represented by department 
stores. 

The result of all these factors is that 
tv. according to a sponsor projection, 
will wind up b\ the end of 1961 a- fol- 
lows: 

1. Total hillings for the \ear of 
about £2 billion, or double the 1955 
figure. 

2. \ saturation of b'5' \ or about 16 
million tv homes. 

3. Set sales, including both black 
and white and color, totaling about 9 
million for the \oar. Color sales alone 
are more difficult to predict and in- 
dustry estimates range from 3.7 to 6.9 



million, depending on how quickly the 
particular estimator figures color set 
costs can be brought down. If the 
higher figure is correct, this will put 
color tv home saturation at about 
33 v \. 

\. Total tv set? will come to about 
57 million with extra home sets total- 
ing conservatively about 9 million. 
This means that at least 8 million 
homes will ba\e two or more sets. 
(Some sources believe the multi-set 
home figure w ill be higher. I Another 
2 million tv sets will be located in 
public places. 

5. The share of tv billings among 
network, spot ami local will not lie 
changed much from the present. 
Shares will he, roughly, 50-25-25, re- 
spectively, close to present division. 



6. The same big industry groups 
will continue to be the heaw advertis- 
ers in tv but a host of new products, 
many of them not even a gleam in the 
sponsors eye today, will be plugged 
heavily on tv. One group of products 
expected to be big will be branded and 
packaged frozen meats. 

The predictions abo\e have been 
worked out by sponsor after consulta- 
tions with network, agency and set 
manufacturer sources. They are, frank- 
ly , guesstimates. But they are guessti- 
mates based on the advice of informed 
people. For those curious about the 
art of crystal ball gazing. SPONSOR 
draws aside the slide-rule curtain to 
explain the method w ithout the gobble- 
dygook the experts often use to make 
a simple thing sound complicated. 



TvB's Oliver Treyz takes a look at television, present and future, 




• The c/ucstion-and-aiisii cr colloquy 
at. right is the verbatim text of a 
sponsor interview with Oliver Treyz, 
president oj the Television Bureau of 
Advertising. In the interview, Treyz 
foresees tv s share of advertising rising 
to 20' i by 1965. reveals some new 
facts about daytime tv viewing habits 
(.such as the fact that 10'7 of all tv 
homes regularly watch video before 
0:00 a.m.). predicts a greater empha- 
sis on. program selling in spot tv, sees 
no danger of a small group oj indus- 
tries dominating tv, forecasts a mar- 
riage of color and certain industries. 



O. What big changes will take place 
in television during the next five 
years? 

A. More revenue for television, par- 
ticularly in the daytime. 

O. Do yon exjiect television, billings 
to climb at the same rate as in the 
past ? 

A. In percentages no. In dollars, yes. 

Q. What would you guess tv billings 
to be five years from now? 

A. \\ ell. certainly at a mimimum, 
they should elimb another billion dol- 
lars, which is a conservative projection 
of an increase of two hundred million 
dollars a year, which times five, is a 
billion, \ctually. the increase prob- 
ably will be better than a billion, the 
total more than double the current 
television expenditures of slightly over 
a billion dollars a year. 

O. To ahat extent will television's 
share of all advertising increase? 

A. Well, right now our telc\ ision 
share of all advertising is about ]] to 
I2/f . XYc belie\e that within ten y ears, 
or by 19f»5. that television will ac- 
count for 20 r f of all money invested 
in advertising, and that within five 



years, which is the span of time you 
just mentioned, that it should be some- 
where, perhaps at the mid point be- 
tween 11 and 20%, or around 15-16% 
of total advertising expenditures. 

Q. Where does the biggest potential 
in television billings lie? 

A. Daytime represents a larger share 
of total viewing than it does of total 
tv advertising expenditures. Daytime 
circulation is growing at a faster rate 
than night. Today, television's great- 
est values as reflected bv cost-per- 
1.000 -are found in the daytime. Tele- 
vision's daytime audience is consider- 
ably larger than many advertisers real- 
ize, and far larger than t\ "s competi- 
tor:* would have them believe. 

For example, over two out of five 
television homes regularly view before 
9:00 a.m. These are Nielsen undupli- 
catcd home figures for the first meas- 
ured week in March of this year. And 
each of these early morning television 
homes watches one hour, 57 minutes 
per week. 

In the next three-hour span, between 
9:00 a.m. and noon, more than seven 
of e\crv 10 homes view television, and 
of these viewing homes, the average 
spends well over four hours per week 
watching. Between noon and 3:00 p.m., 



32 



SPONSOR 



17 SEPTK.MHER 1956 



\s in all projections, certain as- 
sumptions must he made. The big as- 
sumption made in the predictions 
above is that there will he no depres- 
sion during the next five years or even 
a major recession. 

This may sound like a big "if" to 
some people but it is obvious that, un- 
less this is assumed, making projec- 
tions could become a v\ild game. The 
fact is. that while the experts know a 
great deal about the past, they reallv 
know \er\ little about the future. 
There are too many things to measure, 
too man) subtle factors that can't even 
be pinned down. 

However, large businesses must plan 
for the future (and do) and must 
make certain assumptions even if they 
(Please turn to page 104) 



TV TRENDS -FUTURE AND PAST 



TV SET SALES, MULTI-SET TV HOMES 1 956- 1 96 1 





Source A* 
COLOR B&W 
(000) 


Source B* 
COLOR B&W 
(000) 


No. of tv 
sets per 
U.S. home 


1956 


250 


7,300 


200 


7,300 


1.12 


1957 


700 


6,900 


750 


6,700 


1.14 


1958 


1,940 


6,200 


1,350 


6,200 


1.16 


1959 


4,250 


4,600 


1,940 


5,800 


1.18 


1960 


5,500 


3.500 


2,900 


5,400 


1.20 


1961 


6,900 


2,300 


3,700 


4,900 


1.22 



* Two tv set manufacturers supplied above estimates. Source A, a lop appliance firm, cannot be 
Identified. Source li Is SylvanU. Latter figures come from Frank Mansfield, Sylvan La sales 
research director. ( Mansfield Is also chairman of UKT.MA Statistical Committee. ) Source of 
right hand column Is also Sylvanla which considers figures conservative 



WEB. SPOT, LOCAL SHAKE KILLINGS 1949-1953 



essive growth 

more than 80% of all U.S. tv homes 
watch during the course of a week. 
In the noon to 3:00 p.m. period, each 
viewing home watches an average of 
five hours and 20 minutes per week. 
Next, in the late afternoon, almost 
nine of every 10 homes view television 
during the week. Between 3:00 and 
6:00 p.m., these homes watch nearly 
six and a half hours weekly. 

Today, according to Nielsen, in tele- 
vision homes, more families view day- 
time television in one week than lis- 
ten to all of radio, day and night. 
Furthermore, they spend more time 
watching da) time television than lis- 
tening to all of home radio around 
the clock. This is even true on a Mon- 
day-through Friday, as well as a 
Sunday-through-Saturday basis. This 
Nielsen comparison certainly doesn't 
make radio look small; it merely puts 
the new dimensions of daytime televi- 
sion circulation into accurate "jul dra- 
matic perspective. 

Q. How can broadcasters best devel- 
op this daytime potential? 

A. By documenting the new values of 
daytime television. And we are con- 
centrating on helping them do that 
jol>. The new sales drive in daytime 
(/'lease turn to page 108) 







Network 


Spot 




Local 


°'o tv spending 
to all advertising 




1949 


50.9% 


15.9% 




33.2% 


1.1% 




1950 


49.8 


18.0 




32.2 


3.0 




1951 


54.4 


21.0 




24.6 


5.2 




1952 


56.5 


20.7 




22.8 


6.3 




1953 


52.8 


24.0 




23.2 


7.8 




1954 


54.9 


23.4 




21.7 


9.9 




1955 


52.7 


25.4 




21.9 


II. 


1 




Increase 1837% 


2830% 




1170% 


1000% 




Source: McCann-Erickson Central 


Research Dept. 


as published In "Printers Ink.' 




SHAKE OF NETWORK TIME KILLINGS BY 
INDUSTRY CATEGORIES 1950-1955 


TOP 








1950 1951 


1952 


1953 


1954 


1955 




Food 




16.7% 20.2% 


18.7% 


18.5% 


20.1% 


19.7% 




Toiletries 




10.5 12.9 


13.7 


16.0 


15.6 


18.2 




Autos & 
Accessories 


13.3 8.6 


8.6 


9.3 


9.1 


11.6 




Soaps, Cleansers, 
Polishes 


2.1 8.6 


1 1.6 


10.1 


10.8 


1 1.3 




Smoking Materials 


15.8 14.1 


15.7 


15.8 


13.3 


10.4 




Household Equip- 
ment, supplies 


6.5 6.7 


6.3 


8.8 


8.1 


7.6 




Drugs, Remedies 


1.0 2.2 


3.4 


4.2 


5.0 


5.7 




Totol as % of all 
network billings 


65.9 73.3 


78.0 


82.7 


83.0 


85.0 





Source: 1MB, ktoss lime (before discounts! 



How to make spot 
radio and tv easier to bay 

Simplification and standardization of spot buying processes 
can encourage more advertisers to use the medium. Here are eight roads 
toward improvement proposed by buyers and sellers of spot 



* 



A major step toward standardization 
was taken in January when SRA 
members agreed to use SRA-adopted 
form. But until these standard 
forms come into general use, buyers 
must still deal with scribbled notes 



Much duplicated effort stems from 
delay between opening of time at 
station and approval of order 
by client. Recently initiated is 
rep system of getting daily, up to date 
availability report from stations 



Many reps provide capsule biogs on 
local talent, profiles of local shows 
to help bu)crs make proper choice. 
Hut source of complete informa- 
tion is the station, which must pro- 
vide rep salesmen with sales tools 



Booming tv business, say buyers, 
has made some reps and stations 
sluggish about supplying affidavits 
of performance. Automatic 
mailing of such affidavits would 
speed up negotiation for make-goods 



_/JLs the volume of spot radio and tv 
buying has grown in the recent past, 
the burden of work for bu)er and 
seller alike has increased, if not pro- 
portionate!) to growth, still substan- 
tially. 

Many steps have been taken by the 
advertising industry to streamline spot 
buying. Progress has been made, but 
in spite of it, agency and client find 
spot campaigns still rank among the 
most time-consuming forms of adver- 
tising in terms of their preparation. 

While spot has been growing in 
volume, there i? little doubt that more 
clients would be encouraged to use the 
medium if the buying process itself 
could be simplified, if lines of commu- 
nication between buyer and seller 
were smoothed out. To encourage 
further growth of spot radio and tv. 
sponsor has brought buying problems 
into focus periodically, with the inten- 
tion of presenting constructive reme- 
dies to buying difficulties. 

Indeed, a number of steps have been 
taken this year to ease the strain of 
placing major air media campaigns. 
Media men both on the buying and 
selling end of the industry note a 
great increase in efficiency. However, 
as the initial frantic rush into fall cam- 
paigns begins to ease, the time is ripe 
for assessing the. improvements and 
evaluating problems still to be solved. 

In the interest of providing a guide 
to smoother spot buying. SPONSOR in- 
terviewed key timebuyers at major 
agencies, rep sales managers and sales- 
men. These are the most significant 



findings to emerge from sponsor's 
study : 

• Many major agency snags to effi- 
cient buying that cropped up fre- 
quently in past surveys have been 
solved. For example, the cross-section 
of buyers interviewed say that they're 
now in on the earliest stages of plan- 
ning a campaign for an account. Fre- 
quently, the buyers' recommendations 
form the basis for the original media 
appropriations. No longer do most 
buyers at major and medium-sized 
agencies work in the kind of hermeti- 
cally-sealed cell — devoid of client in- 
formation or contact— that they fre- 
quently complained about a couple of 
years ago. 

• Efforts have been made in the 
past year to solve certain mechanical 
difficulties that plague both buyers 
and salesmen. The presentation of 
availabilities, for instance, has been 
standardized by Station Representa- 
tives' Association into a clear and 
simplified form. I Unfortunately, this 
form is being used by only a small 
minority of reps to date.) 

• Several reps have revamped their 
traffic systems, thus becoming geared 
to providing buyers with up-to-date 
availabilities in a hurry. But in some 
instances, lack of continuous lines of 
communication between station and 
rep can still prove to be major stum- 
bling blocks in setting up a campaign. 
Timebuyers still complain that some 
leps give them availabilities a week or 
more old — availabilities which no 
lousier exist bv the time the buvcr is 



ready to place the order for a client. 

• Problems do continue to disrupt 
the process toward speedy and eco- 
nomic buying of spot radio and tv. 
These tend to fall into two categories: 
(1) Those that can be solved relative- 
ly easily by mutual consideration be- 
tween reps and timebuyers. such as in- 
telligent use of each other s time. (2) 
Those that will require concerted effort 
of industry groups, like the "local 
rate" problem and the time-consuming 
confusion resulting from current bill- 
ing systems. 

Here, then, in detail, are the guide- 
lines and constructive suggestions put 
forth by the people daily concerned 
with the buying and selling of radio 
and tv spot campaigns: 

J. Are your availability lists read- 
able? The time-consuming job of 
"shuffling through batches of avail- 
abilities" has kept many a buyer at 
the desk many an evening. Yet it 
could require half the hours now need- 
ed if all availabilities came in on neat 
and standardized forms, with all the 
required information typed in corre- 
sponding parts of the page. 

"When you're buying 50 markets, it 
doesn't mean studying availabilities 
from 50 stations," one timebuyer told 
SPONSOR. "In fairness to our client 
and the rep alike, we've got to con- 
sider each station in the market. So 
it might mean looking at information 
and availabilities from 150 to 200 sta- 
tions. When you've got that kind of a 
job to do, you'll be peeved at the sta- 
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THIS WE 

FIGHT 

FOR 



I'rom SPONSOR'S 
editorial platform 



We fight for easier methods of 
coordinating and launching 
spot radio and tv campaigns. 
Much more spot would be 
used if agencies could be shown 
ways to reduce the details 

presently inherent in these 
potent media. 



tion whose rep gives you a pencil- 
scribbled note on what's open." 

But steps have been taken to solve 
this particular problem. Last January, 
SRA introduced standardized avail- 
ability forms which the rep association 
worked out in conjunction with the 
4A's radio-tv committee. These forms, 
identical for radio or tv (but in two 
different colors), provide name of the 
market, station, channel (if tv ) . net- 
work affiliation and date on top of the 
page. Vertical columns indicate the 
day, time and length of the availability 
as well as the preceding and following 
programs. There's also room on the 
far right for ratings, when the rep 
can provide them. 

However, while the 16 members of 
SRA have agreed to use these stand- 
ardized availability sheets they are not 
vet in widespread use, because SKA 
members are first using up their old 
forms. Another problem is that some 
reps prefer their own availabilit) 
forms for competitive reasons. 

"We feel that we handle the presen- 
tation of availabilities in a more effi- 
cient way than other reps," one sales- 
man explained. "Why should v\e give 
up this extra service to our agencies?" 
{I'lease turn to page To) 



Buyers don't expect stations to 
subscribe to all rating services, but 
it would save them unmeasured 
time if reps supplied whatever 
ratings stations buy. Ideal would 
be uniformity within each market 



* 



Mutual time-waste between buyers 
and sellers could be reduced by 
consideration. Buyers should not 
keep reps waiting or receive multiple 
calls during presentations. Reps 
should keep sales talks to 10 minutes 



* 



When local dealers write client 
they can get "price break," buyer 
and agency's in trouble. Buyers say 
reps should keep stations in line 
and conforming to uniform local 
rate standards for their clients 



The latest 4A's contract is generally 
in use, but some agencies and 
stations add own amendments, thus 
increasing buyers' and sellers' 
paperwork. Centralized billing sys- 
tem is future hope of the industry 




Is Man 



Admen polled by SPONSOR on eontro 



New gimmicks everywhere* hut no excitement 

"PEFA'IE-CREEPIES" AND "WALKIE-TALKIES" WERE ON 
HAM) TO COVER TEXSE MOMENTS, BI T THOSE MOMENTS 

SCARCE. PORTABLE GADGETS IN ACTION l'UOTOS: iTOP 
OP PAGE) CBS; {ABOVE) ARC; tRELOIV) NBC 



IS 1 1 1 
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T lie coverage of jew public service 
events in the history of air media 
has kicked up such a furor among 
the lay and trade press as the re- 
cent Democratic and Republican 
conventions. In none of this criti- 
cism was there any pointed reflection 
on the quality of the job performed 
by the networks. The questions 
raised had to do with (1) the 
audience pulling power of the two 
events. (2) the judgment of the net- 
works in simultaneously blanketing 
the air for almost two consecutive 
weeks with around 180 hours of 
a, single topic to the exclusion of 
regular programing and (3) whether 
such coverage projects are sound 
economic buys for advertisers. 
Because of the intense controversy 
that the subject has stirred within 
advertising circles itself and spec- 
ulation as to how the incident 
could shape future sponsor par- 
ticipation in similar public service 
projects, si'ONSOK embarked on 
ihe following roundup. 



SPONSOR estimates networks lost $3,000,000 



Insinuated rebates from pre-emptions 

I ABC $1,503,000 I 

I CBS 4,000,000 I 

NBC 3,500,COO 

TOTAL 

I Ksli mated costs of covering conventions 5,500,000 



Craud total of rebates and coverage $14,500,000 



Received from convention sponsorships 

ABC $3,000,000 

CBS 4,000,000 

NBC 4,500,000 



TOTAL $11,500,000 | 
Estimated out-of-pocket cost for 3 nets $ 3,000,000 
1 



mention coverage an audience bust? 

eil by convention coverage see sharply liohtailcri version in I960 



A psychologist once wrote: "A cap- 
tive audience is a resentful audience. 
Compond tbe status of captivity with 
the element of dullness and you can 
have tbe making of an explosion." 

Did viewer reaction to tbe networks' 
blanket coverage of tbe recent Demo- 
cratic and Republican Presidential con- 
ventions have the earmarks of such an 
explosion ? 

In rounding up opinion and anal) sis 
on tbe after-affects of the conventions. 
SPONSOR encountered many conflicting 
points of view. But it found tins almost 
unanimous appraisal: There had been 
more or less of a viewer explosion and 
its repercussions may have sharp effect 
on (a) the dimensional nature of 
future important public events tele- 
casts aud (h) sponsor participation in 
sucb events. 

Tbe circle of sponsor's person-to- 
person inquiry included agency men 
presently concerned with handling cam- 
paigns for political candidates, spon- 
sors of tbe two conventions, repre- 
sentative agency executives and ad 
managers, network public service 
directors, marketing experts and re- 
search people. Reduced to thumbnail 



notations, here are tbe highlights of 
sponsors findings: 

• \s far as Pbilco is concerned, this 
was the last time it would underwrite 
stem-to-stern coverage of the Presi- 
dential conventions. It looks forward 
next time to doing a selective job. 
sponsoring but part, or tbe highlights, 
of the proceedings. 

• All advertisers who participated in 
the convention broadcasts, which in- 
cluded radio, are convinced that, re- 
gardless of what the audience ratings 
may show, the quid pro quo was voiy 
satisfactory. The coverage brought 
them prestige and sold goods. 

• The expertly mounted and rehearsed 
tv show is not the answer to making 
blanket coverage of a public service 
or political event more palatable to tbe 
viewing mass. 

• Repetitiousness and hallvhoo ma\ 
du\l tbe mind, but the freedom of 
choice in viewing fare can't he balked 
with impunity. 

• The noveltv of convention hoopla, 
including floor demonstrations, has 
worn off; two weeks of incessant ora- 
tory can't he equaled with a saturation 
campaign for a new product, and the 



viewer apparently prefers his politics 
in smaller doses. Ont of these attitudes 
mav emerge a decided capsulizing of 
political campaigns, as far as telev i- 
sioil itself is concerned. 

• The release of data from the various 
research services on v iew ing during the 
convention did anything hut clarifv 
the audience measurement picture. It 
only added fuel to the debate whether 
or not television had laid an audience 

rr m 

• Viewer reaction during the con- 
ventions may be casting shadows of 
things to come as far as the actual 
Presidential campaign is concerned. It 
mav be found that set-owners shied 
avvav from the flood of electioneering 
fanfare and that television's role as an 
omnipotent instrument for political 
persuasion has been over anticipated, 
to say tbe least. 

Following is a pro and con digest 
of what the experts and the convention 
participants said to sponsor about the 
various facets of the controversv : 

Wits I lie cimrenliim oversold? : 

This topic caused quite a division of 
opinion. Quite a few of the agencv 
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people and e\ en one of the convention 
sponsors thought it had been. They 
pointed out that for weeks, and e\en 
months, before the conventions, there 
was an avalanche of publicity building 
up the welter of new technical gim- 
micks that the networks were planning 
to unleash al the conventions ''peepie- 
ireepio. other portable cameras, 
scores of them in action all o\er the 
convention site and around the conn- 
In. The viewers took in ibis display 
of mechanical wonders and then asked 
tlieinselve* 

but w here's the exciting 
with it?" 

1 he networks counter this over- 
buildup charge with the statement that 
the advance publicity was in keeping 



■\\ ell. that s interesting. 



now 



to go 



with an event of such magnitude, and 
anvwav. it s to be imagined how much 
duller the coverage would have been 
after Chicago if it weren't for the bv- 
pla\ afforded by these new contrap- 
tions. Said one network, as comeback: 
"Why not lav the blame where it be- 
longs. We didn't program or run the 
conventions: we onl\ followed the 
news where it was to be found and 
tried to make it as stimulating as 
possible. 

A pertinent quote on this angle is 
from a column In Dorothy SchifT. 
publisher of the Xeic York Post. She 
wrote: ''The networks deserve a vote 
of thanks for their major contribution 
to political education by their exten- 
sive and expensive coverage of both 



conventions. It is now reported that 
the people were not appreciative of the 
three-ring circus. The fault lies more 
in public apathv about politics and 
the performance of the politicos than 
in the qualitv of the broadcasting. The 
first and last sessions of the Demo- 
cratic convention were truly dramatic. 

\lmost all of the Republican convention 
was deadh dull, perhaps because Mac- 
Arthur and McCarthy sta>ed home this 
time.'' (See 3 Sept. 1956 sponsor 
editorial. "Convention Lesson." page 

112.1 

Newspapers' needling and rating 
jumble: As the Republican meet 
approached its curtain, newspaper 
(Please turn to page 96) 




WIIYT THE COM El\TIO,\ SPOXSORS S Ml) A HOL T 



Westinghouse Fur official release 



l!ti«im's-.-\\ im\ tin* convent ion coverage promises to lie a good buy 
on ;i straight co-t-pei- 1 .000 basis . . . even heller this year than in 
19.">2. \ (jtiick measurement c ,f how much business convention 

coverage ereali (1 on dealer II >: we bought 1.000.000 ice slice 

trays as traffic builders. We shipped 650.000 to dealers before the 

Sotta rare; A monumental inerchttntlising project like this tit will 
be around SI 0 million, when all the CHS and promotional chits are 
totalized) can I help hut rehuild dealer relations alter a strike such 
as we had. Hut it could he that these con rent ions were overbally- 



ronventions opened. Before the Democrats ran down the curtain, 
dealers in many cities were replenishing their depleted stocks of 
ice trays. The television-radio division reports marked movement 
of their convention specials was so much so that one model is 
sold out completely already. We expect this activity to continue. 



hiioed in contrast with what actually happened, particularly San 
Francisco, and the television audience has become too sophisticated 
to care about political revivals. I'erhaps they're even ajialhetic 
about the elections themselves. 1960? Too jar off jor any one to tell. 



Philco For official release: 

The shipment of tv receivers to dealers from distributors during the 
two weeks ol the conventions doubled over what it had been for the 
previous tuo weeks. A quick cheek on the distribution of all Philco 

Sal In voce: It is I cry doubtful whether we'll again be interested in 
sjMinsuiing political conventions on a blanket basis. As it looks 
nou we'll rather be inclined to buy purls of a convention's coverage 
altri the networks have got together and agreed on what parts ol a 
convention to carry. II e don't think the procedure oj all networks 
i meting the conventions in totality will ever occur again, lie don't 



appliances showed an increase during and immediately after the 
conventions. How much we are not prepared to say at this time. 
However, we know that the broadcast boosted store traffic. 

Avion* win we should have to sponsor some boring Congressman 
irom Oklahoma. So far tie haven't received any letters from viewers 
or listeners objecting to blanking out other programing, but we're 
convinced that blanket coverage as prevailed this year isn't eco- 
nomically best jor this comj)any. (Philco later decided not to com- 
plete plans to sponsor election return, flu irk took over.) 



Sunbeam Official find finly v'n'icpnint : 

\ cry happv with consumer reaction*-. \ substantial increase of 
demand lor the new Kohh'ii Glider Shaver was demonstrated (luring 
the conventions. |)e,i|eis report a tremendous amount of ill-store 
ami telephom inquiries i.bont this product as \iiwed on t\ screens. 



The convention did more for ns among dealers than anything we 
previously sponsored on television. We haven't any evidences of 
viewer complaint about monopolizing the air with blanket coverage 
of the conventions. \ s f cir ]QfiO. that's much too far off to speculate. 
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low you can My radio by ear 

NBC Spot Sales adds a new dimension to program presentations 
with Radio-Phonic IB living designed to simplify show selection 



JtL greatly simplified form of program presentation has 
been introduced by NBC Spot Sales. By merely dialing a 
telephone number timebuyers "will henceforth be able to 
request an audition of the radio show they want to hear 
without ever leaving their desks. 

Called Radio-Phonic Spot Buying, the new service has 
just been announced by John H. Reber, director of NBC 
Spot Sales. It enables timebuyers to hear samples of more 
than 75 programs broadcast by the 10 radio stations rep- 
resented by NBC Spot Sales. 

By giving timebuyers opportunity to actually listen to the 
shows they are thinking of purchasing NBC hopes to sim- 
plify and speed up the timebuyer's job. Says Reber, "Radio- 
Phonic Spot Buying adds the extra dimension of perform- 
ance to the basic program information which timebuyers 
receive. It supplements the printed format sheets, com- 
parative ratings and cost-per-1,000 figures which help him 
reach his decision when purchasing spot radio time." 

All that a timebuyer has to do to hear an audition of 

(Please turn to page 107) 




Benton and Bowles' assistant media director, William Murphy, 
auditions an out-of-town iNBC Radio program from his desk 
while ABC Spot Sales' Paid Maquire stands by to check Mur- 
phy's reaction to the new NBC Radio-Phonic buying service 




NBC's '"closed circuit disk jockey," Anne Frost, in charge of 
the 75 transcriptions representing local programing of 10 radio George S. Dietrich, director of NBC 
station handled l>y N'BC Spot Sales. Transcriptions can he Radio Spot Sales monitors a time- 
auditioned for the price of a phone call to NBC Spot Sales buyer's request for an audition 
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\ppearnnce.s at Standard-I I umply Dumpty store? by Miss Jane and Humpty Dumpty attract as many as 4.500 kids at one time 



WHAT'S YOUR FILM SHOW IDENTIT 



Souvenir "ba<i stuuVrs" calling attention 
to Looney Tunes shown o\cr The Humpty 
Dumpty Shaw do double duly by advertising 
Standard-IIumpty Dumpty products on 
their reverse side. 



STANDARD HUMPTY DUMPTY PRESENTS... 

"Tni %m ^ump7/ sup 



WITH MISS JANE 

furjRihS 'ionc! W?" _ 

Puck conic urt lacm k *j § j?j 
nam' * y 



830-900ajn 



MONDAY 
tlm. FRIDAY 



10 
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In Oklahoma City, an ancient nurs- 
ery rhyme is being rewritten by the 
staffers of WKY-TV and the managers 
of the Standard - Humpty Dumpty 
Stores, a chain of 33 supermarkets. 
Sales figures, too, have been rewritten 
with a 35% increase for Dennis Do- 
nuts and a 65% jump for Humpty 
Dumpty Ice Cream. 

Instead of falling irreparably from a 
wall Humpty Dumpty (circa 1956) has 
become a tv salesman for the stores 
that have annexed his name. Although 
Standard-Humpty Dumpty has been on 
television since 1950 it was not until 
this year that the chain has capitalized 
so extensively on its name. 

Top management of the Oklahoma 
supermarket chain has long been sold 
on television as an effective medium 
for moving their merchandise. Their 
faith is evidenced by the fact that 
Standard-Humpty Dumpty is the old- 
est continuous program advertiser on 
WKY-TV. Seven years ago the groc- 
ery chain entered the tv arena with a 
15-minute program telecast once a 
week. Since then, the company's spon- 
sorship of tv time on channel 4 has 
risen steadily to a peak of five and 
one-quarter hours a week in 1956. 
It still includes two double A half-hour 
syndicated shows and a weekly hour 
and 45 minute feature film. 

Despite this healthy amount of tele- 
vision activity, company officials gen- 



erally felt that an effect ne means of 
identifying the store name and mer- 
chandise with their tv efforts had not 
been fully realized. 

Advertising manager C. M. Bresiie- 
lien passed the word along to WKY- 
TV's account executive, W. J. Willis. 
Bresnehen pointed out the needs of his 
company and emphasized the point 
that ''It's your job to pull people into 
the stores. After that it's our job to 
sell them." 

In the meantime, program director 
Robert Olsen had been looking around 
for a format for the station's newly 
acquired Guild Films' Looney Tunes 
package. Olsen asked Willis if he 
could market a regular series featur- 
ing Miss Jane (a role portrayed by 
Marj Hawkins) and the cartoons. 
Willis suggested that if they also intro- 
duced a Humpty Dumpty character, 
the series might prove to be just what 
the supermarkets were looking for. At 
a subsequent meeting. Joe Jerkins. 
WKY-TV production supervisor; Nick 
Panos, art director; Marj Hawkins, 
and Hi Roberts, the announcer who 
was to portray Humpty Dumpty, put 
their heads together and outlined a 
format for the show. 

Humpty Dumpty had to be created 
from papier mache which was applied 
to an egg-shaped framework with holes 
for Hi Roberts put his arms and legs 
(Please turn to page 72) 



8*30 *m (% — 



Point-of-sale posters lie in supermarket, 
product and tv show for three-way identily 



St:iii«I;ir<l-Huni|>t> Dumpty Mipennarkets 
are established Oklahoma City landmarks 




UOTIENT? 



HAVE YOU BEEN WON DERI AG HOW 
TO BUILD AROUND A LOCAL FILM SHOW? 
HUMPTY DUMPTY SUPERMARKETS COULDN'T 
PUT TOGETHER MORE TIE-INS IF THEY 
USED ALL THE KING'S MEN 



'llllllli Slllli.u 



Ik in;;, Him 



Local show-built-on-film formula catching on 

Guild Films' Looney Tunes are as important to The Humpty Dumpty 
Shoiv as the giant egg himself. Syndicated in about 140 markets, 
Looney Tunes have been used in a variety of formats. The names of 
a few roughly indicate how stations have created programs to fit 
their markets. List includes: KLZ I Denver I Sherriff Scotty; WCCO 
(Minneapolis) Axel & His Dog, and KSL (Salt Lake City) Funtime 
Express. WCAU (Philadelphia) integrates cartoons with Mr. & Mrs. 
show on weekdavs and on Satin da\s with Carney the Clown. 
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Th 



e question as we boarded /he tram was: Hon would Bridey react when she hit Madison Avenue? 



By Hill Miksrh 



THE DAY THEY FOUH 

WHEN A HYPNOTIST TRANSPORTS HIS SUBJECT TO THE SE. 



/ ' ' il '"Lift that boom! Tote that telop!" Bridey shouted, achieving trick shots with th 
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• "The search for Bridey Apple- 
baum" which appeared in 6 August 
1956 SPONSOR recounted the hypnotic 
experiment in which an W-year-old 
Bucks County, Pennsylvania, farm girl 
was transported sideways through tune 
into another existence as a Madison 
Avenue timebuyer. The stir it caused 
in psychical research and advertising 
circles has been considerable. "I only 
wish I could hypnotize a few limebuy- 
ers!" was the comment from a well- 
known station rep. "The Bridey Apple- 
baum case has set mesmerism back 
three centuries!" said Dr. Fringclassel 
Smock of the Poughkeepsie Society of 
Parapsychology and Beekeeping. Said 



the head of a l-A's agency, "The ten 
idea of an W-year-old timebuyer is 
preposterous,'' to which a soap-chip 
client retorted: "A'o/ *"/ you'd seen 
some of the buys I've seen!'" Such 
corneals, together with the general air 
of skepticism which has rewarded his 
efforts, wounded the professional pride 
of the author-hypnotist to such a de- 
gree that he has conducted a second 
experiment to authenticate the first. 
In this experiment, he decided to lake 
his subject, Estrelkla McTeugirl, direct- 
ly {and physically) to Madison Ave- 
nue, the scene of her other existence. 
So the search continues against the 
better judgement of— THE EDITORS. 



'Jlllllll llll -HII ,1 KMiHlll 1)1 H 



mt * nun i 1 , 



RIDEY APPLEBAUM 



miEBUYING, SOMETHING'S GOTTA GIVE 



J. lie train trip from Bucks County 
to New York was as uneventful as 
could be hoped for by one who had 
in tow a child such as Estrelkla Mc- 
Teagirt. Up and down the aisle she 
flew, dribbling water out of Dixie cups. 
With her pony-tail streaming out be- 
hind her, she resembled nothing more 
than a miniature Medusa, and no 
doubt a few passengers who gazed 
upon her were turned to stone. 

Shortly after Hopewell. Estrelkla 
locked herself in the ladies room and 
wouldn't come out until Newark. Dur- 
ing this time, a quiet — broken only by 
the conductor shouting through the 
door at her — settled upon our car, and 
I was able to give some thought to 
how 1 would conduct this all-important 
experiment. 

In that first hypnotic experiment, my 
subject described in some detail her 
other life as a timebuyer for Galway, 



Bay & Grommet. I since ascertained 
that there is such an advertising agency 
in New York. So if I took Estrelkla 
there, induced another trance, and she 
reacted familiarly to her surroundings, 
then it would be proof positive that our 
first "crossing of the bridge" had not 
been a hoax. It is just what Morey r 
Bernstein should have done with his 
Bride\ Murphy — taken her hack to 
County Cork where she might have 
gotten those "braits" and "mother 
socks'' straightened out and even iden- 
tified doubtful "Dooley Road." Well, 
by the time this trip was done, all those 
who scoffed at Bridey Applebaum 
would be eating humble pic — with 
chopsticks! 

It wasn't until \\c stepped off the 
train at Pennsylvania Station that 1 re- 
membered 1 would need a lantern to 
induce the trance. At that moment, a 
trainman set down his lantern. 1 



;-cooped it up with one hand, and tak- 
ing a firm grip cm Estrclldas pom- 
tail with the other, plunged through 
the crowds and out of the station. 

Crossing town to Madison in the 
cab, 1 turned up the lantern and began 
to rotate it genth about three inches 
from L>trelhla"s nose. 

"We are going back.'' I said, "back 
through time and space 

"I wanna see the Hrokhn Dodgers!" 
Estrelkla wailed. "Vm promised to 
take me to see the Dodgers! 

"Later," 1 said. "But for now, re- 
lax and keep \our C)e on the lantern." 

■'lle\." said the cabbie, "'what's 
going on back there? 

"I'm about to turn the little girl into 
a timebuyer." I explained. 

The cabbie braked to a stop. "I 
asked what's going on with that lan- 
tern? Now gimme a straight answer 
or 1 call a cop."' 

"Well, the truth is," 1 lied, "the 
little girl here wants to be a fire-eater 
in a carnival when she grows up and 
I'm getting her used to the heat. ' 

The driver nodded. "That's more 
like it," he said. 

"Mv name is Bride\ \pplebaum," 
Estrellda said in a far-awa\ voice. 
"1 am a timebuyer. 1 also am late for 
the office, so step on it. ' 

This time. Estrellda had slipped 
across the bridge practically unassist- 
ed! The lantern flame had probably 
held over some post-hypnotic sugges- 
tion from the first experiment. It was 
instantlv apparent that this little cab- 
bage-picking, egg-candling hayseed 
from the grass-roots of Bucks County 
was now completely at home in the 
concrete camons of Manhattan. When 
we alighted from the cab at 54th Street, 
it was all I could do to keep up with 
her as she darted unhesitating!) into 
an office building, across its lobln and 
into the elevator. 

"Twenh -two." she snapped at the 
operator. 

M\ first view of the offices of Gal- 
wa_\, Ba\ & Grommet was breathtaking. 
The decor was a careful blending of 
Ear!) Bank of America with Late Con- 
rad Hilton. At the end of se\eral acres 
of primrose carpeting with a nap as 
lush as a Kansas wheat field, was a 
desk. Behind it, sat I'd make book 
on it Miss Hheingold of 1957. 

1 sudden!) felt inadequate standing 
here in the presence of all this beauty 
in m\ train-wrinkled suit with in) !an- 
( Please turn to page 1 12 I 
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Spot radio hard-sell t 



By limiting Easy Glanmr's commercial content to two basic sales points 
the Hock more Agency sells with a minimum of aid to the competition 



ow a practical chemist developed 
a home-made rug and upholstery clean- 
er into a $2,000,000 a year business is 
the storv of Jack Hosid and his Glamur 
Products Corporation of S\ racuse. 
New York, manufacturers of Easy 
Glamur. 

Beginning 17 September, the rela- 
tively young product, which will cele- 
brate its seventh birthday this Decem- 
ber, embarks on a radio-tv campaign 
that will absorb 100^ of the com- 
pany's national ad budget. The cam- 
paign Avill outdo last spring's which 
saw approximately 65% of the com- 
pany s ad money go to radio and 5% 
to tv. Except for local situations where 
individual dealers and distributors buy- 
co-op space in the print media there 



will be no newspapers or magazines 
used nationally this fall. 

The switch away from print is the 
result of in-store surveys held by the 
company during last spring's cam- 
paign to determine which medium was 
responsible for the most sales. Women 
were asked at the checking-out coun- 
ters of supermarkets where they had 
beard about Easy Glamur. Their re- 
plies were on the side of radio. 

Jerry Kearns, advertising manager 
for Glamur Products, told SPONSOR 
how Easy Glamur has taken the lead 
from its competition. In four mar- 
kets the radio-created demand for 
the product last spring increased dis- 
tribution in hardware outlets from 50 
to 90% between January and Julv. 



During the same period, supermarket 
distribution was increased from 10 to 
90%. The markets include New 
York City; upper New York State: 
Madison-Milwaukee, Wisconsin, and 
the Pacific Northwest. The latter in- 
cludes Seattle, Spokane and Yakima in 
Washington and Portland, Oregon. 

Before Jack Hosid entered the rug 
and upholstery cleaning business, he 
manufactured a water-softening appli- 
ance called Water Queen Water Soft- 
ener. Out of this grew his itinerant 
rug and upholstery cleaning business. 
Going from house to house, Hosid's 
men used the formula he had devel- 
oped to do the cleaning. Ironically, if 
he hadn't done the cleaning in the 
{Please turn to page 46) 
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glamur gj 



™E FINEST 

Mouthy 



easy 
amur 



TH E FINEST 
Up H0lST E Ry 
*N0 RUC CLEANER! 




THE SILENT APPROACH 

Emphasizing Easy Glamur's two-point sales 
message \va« accomplished by Rockniore 
Agency's imaginative and calculated use of 
"silent air." Name and price of client's prod- 
uct were made to stand out by surrounding 
both with a pre-te*tcd amount of quiet built 
into transcription* of company's commercial*. 



Rockmorc Agency's merchandising for Eas) 
(iliimur includes this in-More display stand, 
window streamers, post e;irds, letters 
and throw-away material* 




demonstration ,,f ,ne cleaner 
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homes of his customers, his business j 
might never have gotten further than 
Syracuse. When customers saw how . 
easy the cleaner was to use they fig- { 
ured thev'd be just as well off doing it I 
themselves and asked to bu\ it. 

Simply named Glamur ('"Easy" was j 
added a short while ago). Hosid's \ 
cleaner was first put up for sale in 
Syracuse in December 19 IB. Eventu- 
ally the market grew to include Roch- 
ester and Buffalo and a number of 
smaller upstate \ew York towns. 
Glamur got off to a modest start its 
first vcar In grossing in the neighbor- 
hood of $15,000. This fall, radio and [ 
tv advertising will cost 14 times as 
much as the company s first \ear gross I 
or hetter than $200,000. 

During its early y ears Glamur's sales f 
grew largely as a result of the impetus 1 
created In its own quality. It per- 
formed as the manufacturer said it 
would and it caught on. 

Meanwhile a competitor appeared ? 
on the market called Glamorene (spon- 
sor 15 November. 1954, page 32). j" 
Like Glamur, the newer product came f 
from humhle origins. It was produced f 
by a Miami. Florida concern which | 
only sold it to institutions until a big I 
break come along in the form of a ; 
''Report to Consumers" published in 
Reatler's Digest for Fehruary 1952. A I 
few months prior to the Digest report, } 
Glamorene had entered the market on j 
a retail level and it had been brought 1 
to the attention of the Reader's Digest i 
Research Corporation which put it 1 
favorable results were printed, it was ! 
through a complete test. When the j 
as if the millions of Digest readers had ! 
been waiting for the product. Within 
a year, sales reached $10,000,000. 

Although Glamur and Glamorene 
were distinctive in what each was ? 
capable of doing, they both share cer- : : 
tain similarities. Not the least of 
these has been their similar sounding f 
names. Litigation actually developed I 
when Glamur Products sued Jerclav- I 
don Inc. for infringing on their name. J 
\ settlement was e\entually reached f 
out of court in Glamur Products favor 1 
though Jerclaj don was allowed to re- 
tain the name. Glamorene. 

The similarities, including Glamor- | 
cue's bluish coloring, posed particular 
difficulties in advertising for the Hock- \ 
more Company, of New York City. 
Product similarities tended to help the 
competition as long as Easy Glamur 
was striving for sales leadership. 
(/'lease turn to page 102 I 
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How much are Iowa families willing to pay for color tv sets? 



VE ARK 
WILT,)\r. TO PAT 


ALT, 
J'AMIT.IKS 


I'KBAX 
KAMIXTKS 


VILLAGE 
1'AMII.IKS 


KAEM 
FAMILIES 


I nder $100 


0.4 


0.3 




0.8 


SlOl to $200 


4.4 


4.7 


3.7 


4.1 


5201 to $300 


19.0 


18.3 


17.7 


21.2 


$301 lo $400 


19.8 


17.0 


25.8 


21.7 


$101 to $300 


12.8 


13.2 


11.4 


12.6 


$50 1 to $600 


3.0 


2.8 


5.0 


2.2 


$601 to $700 


0.8 


0.8 


0.9 


0.6 


$701 to $800 


0.5 


0.7 




0.6 


Over $800 


0.2 


0.3 




0.3 


Haven't thought 


20.5 


21.5 


17.3 


20.5 


Don't know 


18.6 


20.4 


18.2 


15.4 




100.00 


100.00 


100.0 


100.0 



WHAT PRICE COLOR TV? 

Color tv set manufacturers seem to have the right goal in mind 
when they speak of lowering the cost of receivers for consumer 
acceptance. This is borne out by the above chart, which is part of 
the "1956 Iowa Television Audience Survey."' conducted by Dr. 
Forest L. Whan of Kansas State College. Study was done in two 
parts: 1) How much Iowans are willing to pay for color tv sets and 
2) Reasons for not buying color tv receivers. 

All facets of study were based on 4,433 Iowa set owners who 
reported that their families did not expect to buy color television 
in the near future. 

Their prime reason for not buying was high cost. It was given 
by an almost equal percentage of respondents classified by sex. age 
groups and geographical location. Overall percentage opposed to 
color sets for this reason was 78.5. 

Second reason given was that respondents were satisfied with the 
performance of black-and-white. 11.2% of the total cited this. Great- 
est percentage differential occurred within this answer. Only 8.4% 
of the 21-to-35-year bracket mentioned black-and-white set satisfaction, 
while 13.6% of the over-50 segment mentioned it. 

Other objections raised were as follows: unsatisfactory development 
of colors; not interested; dislike of color movies; respondent's being 
too old; thought that color tv is bard on the eyes; too few programs 
are telecast in color; respondent's poor health; recent ])urcha>e of 
black-and-white receiver: never heard of color tv; no particular 
reason; no thought about purchasing color receiver. 

It was found that among women, 43.6% hadn't thought about 
color or "didn't know." Only 29.6% of men interviewed fell into 
the same group. In addition, 61.19? of male respondents stated 
they would be willing to pay between $201 and $500. 7.1% of the 
women advocate this price range. 

In general, it appears that regardless of sex. geographical location 
or age, about 3.500 of the 4.433 lowan« queried agree that present 
prices of color tv sets are not compatible with their budgets. * * * 
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The Nation's Leading 
Broadcasting School 
Proudly Announces 



THE 

£t&U(i/ AWARDS 





FOR 1956 



PRESENTED BY NORTHWEST 

As Our Tribute to Those Who Have 
Contributed Such Outstanding 
Efforts to Excellent Television 
Entertainment. 

Northwest presents these "Stella" 
awards as the result of a poll of 
thousands of Northwest students of 
Television, in every one of the 48 
states. Who could be better quali- 
fied to reflect the popularity of 
these, stars than these people from 
every walk of life. 
Yet these "Stella" awards represent 
far more than popularity alone! 
The people polled were all students 
of Television, well versed in the re- 
quirements of good Television pro- 
gramming and astutely critical. So 
these people and programs are 
really stars — Tops in popularity, 
Outstanding even in the construc- 
tively critical eyes of the students of 
their own media. 

It's With Pride That Northwest 
Salutes These Stars by Presenting 
Them With These First Annual 
Acknowledgments of Achievement. 

The "STELLA" Awards for 1956 

Northwest commissioned the noted Norwegion ortist, 
Arvid Orbeck to design this oword, depicting the 
Greek mosks of comedy ond tragedy. The owords ore 
hond crofted in Sterling silver. 



PRESENTED TO 



ED SULLIVAN 

for Best variety show and 
Best Master of Ceremonies 

WIDE, WIDE WORLD 

for offering greatest 
contributions to creative 
Television techniques 

YOU'LL NEVER GET RICH 

for Best new television series 



STUDIO ONE 

for most original teleplay 

I LOVE LUCY 
for Best comedy show 



LAWRENCE WELK 
| for Best musical program 

CAVALCADE OF SPORTS 
for Best sports program 

CLIMAX 
for Best dramatic program 

$64,000 QUESTION 
for Best quiz program 

YOU ARE THERE 

for Best documentary 

CONFIDENTIAL FILE 

for Best public service 



JOHN CAMERON SWAYZE 
for Best news and special events 

OMNIBUS 

for Best education program 

DISNEYLAND 
for Best children's show 

ARLENE FRANCIS 

for Best women's show 

STEVE ALLEN 

for Favorite television 
personality 



NO RTH WESTiHIH 


HOLLYWOOD CALIFORNIA 1440 North Highland 

HO 4-7822 


RADIO & TELEVISION 


DE 7 3836 


SCHOOL ho« cm„. | ZZfiZtrs^ 


RE 7-0343 



"NEW FACES ON TNI 




lATIONAL SCENE" 




"The National Broadcasting Company will not soon forget 
the conventions; within the trade at least it emerged as the 
major winner. The factor of novelty helped NBC ; in its two 
anchor men, Chet Huntley and David Urinkley, it had 
comparatively new faces on the national scene. As person- 
alities they clicked . . . 

"First with Mr. Urinkley and then with Mr. Huntley 
the NBC network injected the much-needed note of humor 
in commentary. Pompousness in commentary on TV has 
been a problem for a very long time; NBC moved away 

from it and reaped the benefits." JACK GOULD, 

Tlie New York Times- Sunday, August 26, 1956 

". . . NBC has equalled and sometimes surpassed the punch 
and footwork of the better-knowns. This is chiefly thanks 
to the triumvirate of Chet Huntley, David Brinkley, and 
Bill Henry, whom NBC has kept locked in the smokehouse 
long enough. Any one of them could handle a daily network 
news program. Brinkley, the least experienced, is the 

'discovery' of the convention . . ." CHARLES MERCER, 

Associated Press Friday, August 17, 1956 

"NBC's able Chet Huntley and young (36) deadpan David 
Brinkley . . . this year teamed up for the first time to add 
zest and drollery - a rare convention commodity — to the 
otherwise dull goings-on." TIME — August 27, 1956 

"A few bright spots of the TV coverage: . . . NBC reporter 

David Brinkley's wry and terse comments . . ."NEWSWEEK 

—August 27, 1956 

". . . this year nbc's Chet Huntley and especially David 
Brinkley, with his dry wit, figure to emerge with new 
prestige." VARIETY -August 22, 1956 

". . . NBC-TV's coverage of the convention immeasurably 
superior, so far, to that of the other two networks . . ." 

BURTON RASCOE, 

Syndicated Columnist— Thursday , August 23, 1956 

DAVID BRINKLEY, CHET HUNTLEY, AND THE ENTIRE 
NBC TEAM OF TOP NEWSMEN WILL BE TOGETHER 
AGAIN IN NOVEMBER WHEN THE CAMERAS FOCUS 
THE NATIONAL ELECTION. ON 

TELEVISION 

a service of I 







Concert Mils-it" 

Fall Facts, 1956, page 196 



SllhjCft: BMI reports increasing appetite for 
concert limbic 



In its recently released booklet. Concert Music U.S.A. 1956. Broad- 
east Music, Inc.. points out that over 35.000.000 Americans arc 
actively interested in some faeet of concert music. Those interested 
in concert music spent over $350 million on musical instruments and 
more money for the purchase of recordings of concert music and 
the equipment on which to play these recordings than thev did for 
all spectator sports in 1954. 

According to BMI. there arc other yardsticks showing upsurge 
in serious music interest. One is that statistics on symphony orches- 
tras show a 10-fold increase in such orchestras over a 25-year period. 
In 1920, there were less than 100 symphony orchestras in the United 
States; today, there are more than 1,000. 

However, of interest to broadcast advertisers is this fact: During 
1955, 8,297 hours of concert music were programed by 1-279 radio 
stations — an average of 0.5 hours per week. BMI reveals that approx- 
imately 553 of these stations plan to carry more concert music in 

★ * ★ 





Sec: Radio** morning men draw the ladies 

to Slenderella 

ISSlie: 21 February 1935, page 32 

Subject: Slenderella ups air budget to $6 
million as operation expands 



When SPONSOR first reviewed Slcndcrella's advertising, it was 
a network of 63 slenderizing salons from coast to coast plus London 
and Paris. It had been in existence for five years and was budgeting 
50% of a $480,000 advertising budget to spot radio. The $240,000 
was divided among 26 stations in 13 markets. 

Today, the slenderizing chain has 150 salons through the U.S. 
and in Europe, including seven which are scheduled to debut this 
month in Europe. With growth of the chain, the firm anticipates 
allocating $6 million to air media alone by the end of 1956. Em- 
phasis will be placed on radio as it has been in the past. 

This summer, Slenderella contracted for about $1 million worth 
of time on CBS Network Badio shows, the company's biggest venture 
into net sponsorship to date. Having cancelled its participations on 
NBC TV Tonight, Slenderella will be sponsoring segments of the 
following CBS offerings: Wendy Warren and the News, the Mitch 
Miller Show, 15 minutes of Arthur Godfrey's morning program 
and the Monday through Friday Ihng Crosby show. In addition, 
the company is hosting The Slenderella Show Saturdays from 10:50- 
11:00 a.m. Latter show features Galen Drake and Slenderclla's 
executive v.p. in charge of operations, Eloisc English, in weekly in- 
terviews and discussions. 

Present spot campaign also includes time on radio stations in 
35 cities. In the metropolitan New York City area alone, the com- 
pany is now placing participation schedules and spot announcements 
on 27 programs on eight stations. In same area, there are 28 
Slenderella salons. Estimated tv budget will be one-fifth of air 
outlay. Though shows haven't yet been set. 

Air media budget at this writing represents 75% of $6 million 



advertising outlay. 



★ ★ * 



... in RESULTS 

Advertisers experience proves "REX's" 
ability to produce sales . . . the 'mast 
accurate measuring, stick of ony promo- 
tional effort. 



. . . in VIEWERSHIP 

WREX-TV Is favored by viewers in the 
WREX-TV "Grode A" oreo by better 
thon o 3 to 1 margin. " This foct hos 
been brought out In on extensive vlew- 
ership survey Just recently completed. ' 
This dominont leadership results in o for 
lower cost-per-thousond . . . moklng 
WREX-TV your "best buy". 

market power! 

NOW No. 2 Morket in Illinois ond 
GROWING — hos currently under 
construction $25 million in exponded 
monufocturing and retoiling facilities. 
Are your sales messoges reaching this 
morket untouched by either Chicogo or 
Milwoukee, 90 miles owoy? Only one 
VHF stotion covers this oreo — 

ROCKFORO. ILLINOIS 

WREX-TV 

channel 13 

CBS • ABC AFFILIATIONS 

telecasting in color 
REPRESENTED BY 

H-R TELEVISION, INC. 
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in East Tennessee 





c 






WBIR-TV 

KNOXVILLE, TENN. 

i ONE OF THE NATION'S 
MOST POWERFUL STATIONS 



9 



REPRESENTED NATIONALLY BY THE KATZ AGENCY 



m the palm 
of your 
hand... 




The Surefire Method 
of Boosting Sales . . . 

... in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV,Roseburg,give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's 5th largest market . . . 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 

Contact your Hollingberry 
man, or Moore and Lund 
(Seattle-Portland). 



reaching 
Oregon's rich 
2nd Market 

in the 
heart ... 0/ the 
nation's timberland 

KVAL-TV 

EUGENE - CHANNEL 13 

KPIC-TV 

ROSEBURG • CHANNEL 4 




IMS III J 



ID 



mil 



Abe IJss, former]} with UP A, Holly- 
wood and New York, and recently di- 
rector and v.p. in charge of animation 
at Transfihn. has recently launched a 
new film productng enterprise. Elek- 
tra Film Productions. Inc., headquar- 
ters in New York City and will special- 
ize in the creation and production of 
tv commercials and entertainment 
films. 

Suit's of ff off i;u*oo<f Tv Service's 
Frontier Doctor series arc on the up- 
surge. Firm's President Earl Collins 
leports that among national sales are 
the following: Wiedemann Brewing 
Company for Ohio and Indiana 
through Tatham-Laird ; National Bo- 
hemian Beer in Washington, D. C. ; 
Thicle Sausage Co. in Milwaukee: in 
Atlanta and other Southern cities, pur- 
chases have hcen made by the White 
Provision Co., Kroger Grocery Co. 
Series consists of 39 dramatic half- 
hour shows, of which 18 are com- 
pleted. Remaining 21 films are in pro- 
duction at present. 

,1. Walter Thompson recently nego- 
tiated for ABC Film Syndication's 
Passport to Danger for Kraft Foods 
Company. 52 weeks of scries will he 
telecast on WORA, Mayaquez and 
WKAQ, San Juan. \VA PA-TV, San 
Juan, has purchased 52 weeks of 
Racket Squad. These arc first sales of 
the Spanish versions of the ABC Film 
Syndication series, liecause of appar- 
ent demand for product, company is 
planning to dub a third show, The 
Three Musketeers, into Spanish. 

f*r<MfiVtiou: Hal Roach Studios pre- 
dict that shows with a format premise 
(such as its new Oh! Susanna) allow- 
ing for on-locatiou shooting will lune 
added audience reaction, hi support 
of this contention, Roach estimates 
that this year, approximately 35$ of 
all shooting will he done from remote 
locales. Among such upcoming offer- 
ings are Guns of Destiny, Forest 
Ranger perhaps even Blondie. 

/Ifoiif/ ffn<fi.von A rvn ne the word is 
that the package of 725 being offered 



by Loew"s-MGM will shortly be tele- 
cast in 14 or 15 markets. Sales debut 
occurred on 24 August 1956, with firm 
selling the shows in 12 markets for a 
single day's gross of $20,000,000. At 
j resstime, the tv arm of the film giant 
was negotiating with stations in Den- 
ver and Minneapolis. Reflection of 
the negotiations was recent changeover 
of KEDY, Minneapolis, call letters to 
KMGM. Thus far, each transaction 
has been over the Si million mark. 

TI'A sales reeords sbow that food 
packers are leading sponsors of its 
syndicated film product. Analysis cov- 
ers 12-month period ended 31 July 
1956. Second largest group using 
company's syndicated films is the 
brewing industry, followed in order 
by dairies, bakeries, retail stores- 
supermarkets, banks and automotive. 
TPA Executive Vice President. Mich- 
ael Sillcrman. notes that food products 
were also first in the 1954-55 fiscal 
period; but that breweries ranked 
fourth that year, jumping to second 
place for the '55-'56 period. TPA 
also reports that the longest food spon- 
sor on its roster is Thompson Honor 
Pair), Washington, D. C, which has 
hosted Ramar of the Jungle for two 
vears and most recently has had Count 
of Monte Cristo for a year. Brewery 
representatives include two veterans, 
viz. Hudepohl Brewing, Cincinnati, 
with Your Star Showcase in 1954, fol- 
lowed by two years of Susie: Good 'n* 
Plenty for three years in Boston. Cleve- 
land, New York, and two years in 
Philadelphia with Ramar. 

ItUltiest hUvh \ n foreign language 
dubbing from Knglish-voice tracks has 
been inability to reproduce all phases 
of audio as skillfullv as in English 
original. llowc\er, Peter Kcan, techni- 
cal director of Screen Gems, has inno- 
vated a method to up quality and cut 
costs in half. Instead of regular ship- 
ment of four cans of film for each pro- 
gram abroad, Kcans has consolidated 
the process. R\ instituting his "elec- 
tronic cue - ' live sound effects may be 
maintained. * * * 
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Market facts 
that mean 
results in 
North Carolina 



WSJS-TV 

Preference of the Piedmont 



• • • 



North Carolina's richest, biggest market 

It pays to check the facts on WSJS-TV 
Winston-Salem. It's your biggest buy in North 
Carolina's Piedmont section. And the Piedmont 
is the state's most populous and heavily 
industrialized area. Result: more income, 
greater buying power. 

WSJS-TV is the NBC affiliate for Winston- 
Salem, Greensboro, and High Point — Golden 
Triangle cities in a market of over 3 million 
people. 



• More TV Homes- 
TV homes! 



-over 500,000 



• Top Coverage — 75 counties in 4 
states! 

• Rich Market Potential — over 4 
billion dollars buying power! 

• Maximum Power — 316,000 watts 

• Mountaintop Tower — 2,000 feet 
above average terrain 




channel 12 




AFFILIATE 



Call Headley-Reed for 



tel evision 

WINSTON-SALEM 

NORTH CAROLINA 
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Rank Part' 
aov rink 
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Top 70 shows »n 10 or more markets 
Period 1-7 August 7956 

TITLE. SYND1CAT0R. PRODUCER. SHOW TYPE 



Jfif/fiicni/ Patrol (HI) 

21V 

Hon C tilled X (A) 

ZI V 

1 Led Three Li res (M) 

ZI V 

>/«n Behind /lie Badge (M) 

MCA. BERNARD PROCKTER 



Bullae 71 i (M) 

NBC FILM. DRAGNET PROO. 



/Jr. Hudson s Secret Journal (D) 

MCA. AUTHORS PLAYHOUSE 



fJeatli Volley flai/.v (W) 

PACIFIC BORAX 



Jlr. District Attorney (M) 



Celebrity l'Ui y house fll) 

SCREEN GEMS 



►Seieuee f ieliou Theatre (SF) 



Average 
ratings 



17.« 



J O.i 



15.0 



15. 1 



15.0 



J 1.1 



13.5 



J2.« 



7-STAT10N 
MARKETS 



N.Y. L.A. 


S. Fran. 


70.2 77.4 

wrca-tv kltv 
7:00pm 9:00pm 


70.7 

kron-tv 
0 :30pm 


7.3 

klij-lv 
S :30pm 




2.7 75.2 

wpix kttv 
7:30pm 8:30pm 


73.5 

kron-tv 
10:30pm 


7.5 

kttv 
7:30pm 




74.6 

kttv 
7 :30pm 


27.4 

ltplx 
9:00pm 


73.2 

kttv 
0 :00pra 



6.7 

wrca-tv 
7:00pm 



77.6 

kttv 
9:00pm 



6.7 

knxt 
10:00pn 



8.7 73.4 



wrca-tv 
7 :00pm 



kttv 
8 :D0pin 



5-STA 
MARKET 



7 7.5 

kron-tv 
10:30pm 



74.9 

kron-tv 
7:00pm 



4. STATION MARKETS 



Seattle- 
Boston Chicago Detroit Mliw. Mnpls. Phila. Tacoma Wash. 


Atlanta B i 


77.9 7 7.0 29.0 72.5 76.5 70.4 77.5 9.9 

wbz-tv wbkb wjbk t» ntmj-tv wcco-tv wcau-tv komo-tv wton-tv 
10:30pm 9:00pm 9:30pm 10:30pm 10:00pm 7:30pm 7:00pm 7:30pm 


72.2 

waca-tv 
10:00pm 


8.9 73.2 8.5 

wEn-tv wjbk tv wmal-t\ 
9 :30pm 10:00pm 9:00pm 


7 7.5 8.1 

waca-tv wbsl-J 
10:00pm lOMOl 


23.3 73.2 75.7 78.5 74.0 8.4 75.3 

wnac-tv wgn-tv wjbk-tv wtnij-tv kstp-tv wcau-tv ktnt-tv 
S:30pm 9:30pm 9:30pin 9:00pm 8:30pm 7:00pm 9:00pm 


76.0 8 J 

wsb-tv wbal- 
9:30pm 7:00pj 


20.2 5.4 78.4 72.7 

wnac-tv wbbm-tv kstp-tv klnE-tv 
10:30pm 11:30pm 9:30pm 10:00pin 


77.0 8J 

wsb-tv wbi:-i 
2:30pm 10:3* 


72.9 74.2 73.5 7 7.8 8.7 77.7 7.5 

wnac-tv wcn-tv wwj-tv kstp-tv wcau-tv klnE-tv wttE 
8:30pm S:00pm 10:00pm 10:30pm 7:00pm 9:30pm 7:00pm 




75.5 78.5 75.9 7 7.7 7.5 

wwj-tv wtnij-tv wcco-tv kinE-tv wmal-ti 
10:00pm 7:00pm 7 :00i>m 7:30pm 0:30pm 


73.0 

wsb-tv 
10:30pm 


9.2 8.2 4.2 77.6 

wwj-tv wton-tv wfll-tv klnu-tv 
6:00pm S:30i>m 6:30pm 9:30pm 


7.C 

waa*» 

7:00pl 


78.2 72.9 8.7 72.0 76.5 

wnac-tv wjbk-tv wtmj-tv kstp-tv klnE-tv 
10:30pm 10:30pm 11:00pm 10:30pm 9:00pm 


7 7.2 

waca-tv 
10:30pm 


74.0 70.0 78.0 75.4 

wwj-tv kstp-tv komo-tv wtop-tv 
10:00pm 8:30pm S :00pm 10:30pm 


74.2 6.: 

wsbtv wbal- 
2:00pra 10:30p 



70.4 73.2 8.9 70.5 7.5 8.5 76.7 70.0 



wbz-tv wnba 
fi :45prn 10:30pm 



WXVZ-tV 

9:30pm 



wtmj-tv 
10:30pm 



keyd-tv 
S :30pin 



wfll-tv 
10:30pm 



kinE-tv 
9:30pm 



wraal- t\ 
fi :00pm 



3-STATION 



72.0 7.21 

waca-tv whal-t3 
9:30pm 10:30oa 



Rank Paat* 
)m rank 



7"op 70 shows in 4 to 9 markets 



1 


1 


Life of mien (C) 

NBC FILM. TOM MC KNIGHT 


Ifi.l 


74.3 

kttv 
S :30pm 










74.2 

wxlx 
7 :00pf 


7 7.4 

kstp-tv 
S :30pm 




78.7 

ktnE-tv 
8:30pm 






•» 


•» 


1 III ox 'ti' lurii/ (C) 

CBS FILM, HAL ROACH STUDIOS 


10.0 


6.3 

vvcbs-tv 
C, :30pni 


9.7 

knxt 
10:30pm 








73.7 

wwj-tv 
10:00pm 




9.5 

wcco-tv 
3:30pm 










3 


1 


►Sou Fro isrixro Kent (JI) 

CBS FILM, DESILU PRODUCTIONS 


i 1.3 


73.4 

kttv 
9 :30pm 






8.3 

wcn-tv 
9 :00pm 


70.9 

wjbk-tv 
10:30pin 






77.9 

WTCV-tV 

10:30pm 






8.9j 

wmar tl 
7:00 ml 


i 


5 


Cade 3 (>l) 

ABC FILM 


13. « 


75.9 

kttv 
9 :30pm 


77.4 

kron tv 
10:30pm 






7.7 

wxv/.-tv 
9.00pm 








76.6 

kinE-tv 
10:00pm 






5 


0 


1 Setirrh fo* 4(1 rnilure (A) 

GEO. BAGNALL 


13.7 


2.7 

wp i x 
7 :30pm 


77.6 

kcop 
7 :00pm 


27.7 

kplx 
7 :30pm 










79.0 

w coo - 1 V 
S .30pm 




27.8 

kinc-H 
7 30pni 




8.5 

wsb-tv 
7 :30pm 


« 


10 


tiller i§ {fneen (M) 

TPA 


13.5 


5.4 

wpix 
9 :00pm 




76.9 

wnnc-tv 
10:30pm 




75,2 

wjbk tv 
10:00pm 










6.2 

wrc-tv 
7:00pm 




7 




Biff linker. I'.S.A. (A) 

MCA 


13.2 


3.3 

kbj-tv 
8:30pm 




5.7 

wsin-tv 
10:30pm 




« 


7 


fto.vniio ri| C/ooimm/ (>Iu) 

MCA 


13.1 


70.9 

kttv 

9 :00pm 


78.7 

kplx 
9:30pm 


74.2 

wcco-tv 
9:00pm 


6.7 

waca-tv 
10:00pm 


O 




St tine 7 

TPA 


12. it 


2.2 

wnhfl 
f< :00pm 


75 9 

kron tv 
S :30pm 


8.9 

why, tv 
(i .i5jjm 


















-! 




Yfoi/or of the J'oiru ( 19 ) 

MCA 


12. 1 


8.0 

ktlv 
9:30pm 


70.2 

k«o tv 
7 ::t0pm 




76.9 

unbq 
10:ll0pm 










74.6 

korno-lv 
10:00pm 







Hhovr type lyroboU: (A) adventure: (C) comedy; (D) drama; (Don) documentary; (K) kldi; (XI) 
mjiury; (Mu) muilcal; (HK) rVclonoo Fiction; (W) Woatom. Pllmi lilted are iyndlcai«d, Vi hr.. 
tt hr. A hr. length, telocait In four or more markcta The average rating It an unweighted 
average of Individual market rating! lilted above. Illank ipace Indicate! Dim not broadcaat In tali 



market 1-7 Ancust. While network shows are fairly .stablo from ono month to another in 
markcLi In which they are ihown, thlj la true to much lener extent with lyndleated ibowi. 
■hould be boma In mind when analyzing rating trend! from one month to another In thli 
Mtefcn to laal montb'i chart. If blank, ihow «ii not rated at all in laat chart or wai Id otl 
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itec/ film programs 





OH MARKETS 



'1.4 6.9 72.4 

tv wlw-c ksd-tv 
^)pm a :30pm 10:00pm 



2-STATION MARKETS 





Columbus 


St. L. 


Birm. Charlotte 


Dayton New Or. Providence 


7 


28.5 


77.7 


20.3 


22.3 


28.3 


29.5 


78.0 


-tv wbns-tv 
)pm 9:30pm 


kwk-tv 
9 :30pm 


wbrc-tv 
9:30pm 


« btv 
10:30pm 


ublo-tv 
S :00pm 


wdsu-tv 
10:00pm 


wjar-tv 
10:30pm 




78.5 


7 7.2 


24.8 




25.5 


47.8 


76.0 




wbns-tv 
8 :30pm 


ksd-tT 
10:00pm 


wbrc-tv 
7 .OOprn 




wblo-tv 
9 :30pm 


wdsu-tv 
s :30pm 


wjar-tv 
8:00pm 


.7 


11.2 


74.0 


73.8 


32.3 


79.5 


38.3 




IS 

pm 


\\ lw-C 

8:30pm 


ksd-tv 
10:00pm 


wbrc-tv 
10:00pm 


wbtv 
7:00pm 


wlw-d 
8:30pm 


wdsu-tv 
S :30pm 




.0 




76.3 








39.5 




■ tv 

0pm 


ksd-tv 
10:00pm 








wdsu-tv 
9 :00pm 




.9 




76.9 


24.8 




22.8 




77.0 


■tT 




ksd-tv 
9:30pm 


wbrc- tv 
9:30pm 




whlo-tv 
10:30pm 




wjar-tv 
10:30pm 




10.0 




27.0 






76.8 






wbns-tv 
10:30pm 




wbrc-tv 
S:3Upm 






wdsu-tv 
10:30pm 




Ks 


20.5 


75.5 




30.5 




22.8 


7 7.5 


tym 


wbns-tv 
8:30pm 


kwk-tv 
10:30pm 




wbtv 

7 :00pm 




wdsu-tv 
10:30pm 


wjar-tv 
6 :30pm 






76.0 


28.5 














ksd-tv 
10:00pm 


wbrc-tv 
9 :00pm 










i 


72.4 


75.5 






8.8 


27.8 






wbns-tv 
10:15pm 


ksd-tv 
9:30pm 






wiw-cl 
1 1 :13pm 


wdsu-tv 
10:00pm 





79.3 28.3 7 7.0 22.8 75.3 



wbrc-tv 
S :00pm 



wbtv wlw-d wdsu-tv wpro-tv 
6:00pm 10:30pm 10:00pm 7:00pm 





76.5 

wlw-d 
10:30pm 


K0 

>-tv 
■)pm 


23.0 20.8 38.3 73.5 

wbrc-tv whlo-tv wdsu-tv wpro-tv 
9:00pm 10:30pm S :30pm 7:00pm 


!' 3 

•tv 
-j)pm 


43.3 8.5 

wdsu-tv wpro-tv 
8 :30pm ll:lSpm 


7 7.9 

ksd-tv 
9:00pm 










27.8 

wbrc-tv 
S :30pm 




34.3 9.3 

wdsu-tv wpro-tv 
9:00pm 11:30pm 


i 


70.8 77.5 

wbrc-tv wbtv 
6:30pm 10:45pm 




24.3 73.0 

wdsu-tv* wpro-tv 
10:00pm 7:00pm 


■ 



). Classification as to number of stations In market is Pulse"i 
e determines number by measuring which stations are actually 
homes In the metropolitan area of a given market even though 
If may be outside metropolitan area of the maiket. 



A BIG MARKET? 

Retail sales top 

Vh BILLION DOLLARS 

in Flint and the Saginaw Valley 



J 
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ov*r a 
billion 
dollar 
market 



f 
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The stors shine on WNEM-TV. 
Advertisers know the influence 
of the Golden Volley's most 
importont station. 




Michigan's 2nd richest market 

Here, in the Flint-Saginow morket, overoge city-family income 
is $6,413.75. And retoil soles ore more than one ond one-third 
billion dollors . . . 

• $298,940,000 for food 

• $343,660,000 for automobiles and accessories 

• $46,208,000 for drug products 

86.9% of the morket homes are television homes— ond WNEM-TV 
is the one, the only stotion completely covering them all. ARB 
ond PULSE survey results soy so. 

Contact Headley Reed or Michigan Spot Sales 



WNEM-TV 





STATION 

serving Flint, Saginaw, Bay City, Midland 

d~j-~ c, 4 - WPON — Ponf/ac, Michigon 

Kadio Sfof/ons ' a 

WABJ — Adrion, Michigon 



Famous on the local seen 





TOR 




WSPD-TV WJW-TV WJBK-TV WACA-TV 
Toledo, Onto Oevefand, Ohio Detroit, MSth Atlanta, Ga, 

yVSPD WJW WJBK WA6A 

Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Qo. 



\G COM PAN 1| 



WBRC-TV 

Birmingham, Ala. 



KPTV 

'orttend.Or*. 



WGBS-TV 

"amis, Rdi 



WBRC 

♦ irmlngham, Ala. 



WWVA 

Wheeling, W.VO. 



WGBS 

Miami, Fla. 



t known throughout the nation. 



1 Thomas Jefferson's great pride was in being known as 
cither of the University of Virginia." Yet today he is revered 
as a distinguished President of the United States. 

er Stations too, are proud of their local leadership, 

but with it they find prominence on the national scene. 

A Storer station is a. /oca/ station. Itji 






:tS OFFICES 



TOM MARKER— vice-president and national safes director J ... 

BOB WOOD^national sales manager J " 8 *"» $? * S«r.«, N,w York 22 • Murray HO, 8-O630 

LEW JOHNSON midwest sales manager • 230 North Michigan Avenue, Chicago/ 1 • Franklin 2-6498 

GAYLE 6RUBB— vice-president and Pacific coast sales manager e \\\ Sutter Street, San Francisco e Svtter 1-8689 



NEW CARS 



APPLIANCES 



^rOWMi: \ I k n - K i <»II U.I.NCY: Direct 

( \l's| I.I. <w; IlKI'ORY ttkins-krall placed six one- 
minirlc announcements on kl / 1/ ill order to more .six 
ne/r automobiles from his showroom, twang the. tars 
it ere jour I './terrain' s. one /'online and one Huirl;. Oyer 
lite fire-day period in iiltiefi commercials n ere broadcast . 
mil ertisntg cost amounted to S51.00. ts a result, all six 
(General \iatois cars it ere sold jar a grass sales figure 
of >>7 >,l~(). Sale of the cars prorated space far new 
models ninth siihsetjiiently acre delirered to the t/ealer. 



Kl \M. \ -i : i fi a . (•nam 



)l ;i! \ \l : \iiniiiinci-niciits 



SPONSOR: \ jjplia n<<> \\aroiwn-e \GKNCY: Dii( 

( \PSH.K CASK HISTORY: Radio figured prominently i\ 
a $101,000 grass over a two-week period for this atlie.t 
tiser. Appliance Warehouse advertised a clearance sal 
an one KVA\ announcement and highlighted it will 
tjne newspaper adrertisenient in each aj two Portland 
Ore., papers. Company attributes 90' t of results to radii 
and states the medium brought customers to store jrtiiM 
as far away as 200 miles. Cost of this campaign tataleA 
$■197.50. At its conclusion, sponsor renewed jar pragraiiM 



K\ \\, Portland, Ore. 



PROGRAM : Announcement 



: 



results 




USED CARS 



SPONSOR: It X J Motors \< ,K,\< :Y : Direct 

<\PSl I.K CNM- IlKIOin : B U Motors sold a total of 
tt.) iisal cars as a result of radio. Total uas amassed in 
title month during the summer of 1056. I chicle used 
hy the udrcrtiser was half -sponsor. ship of the Topeka 
Hawks' baseball games once a week (generally Saturday 
or Sunday). Commercials liigliliglitetl low overhead at 
ItXJ, coupled a it It company' s direct purchase of cars 
from nt'ii car dealers. All cars were completely recondh 
tioucd, reatly to tin re aictiy upt>n purchase. Cost per 
ireel, of show. $101.25. 



\\ ll!\\ . I k.-i 



PKOGK \ M: Ilasrbiill 




HOMES 



SPONSOR: Quality Huil.Icrs AGK.NH : DirccI 

C\PSl I.K (,"\sK IIISTOHY: To attract attention to iti 
recently acquired building facilities, the advertiser phieea] 
lira announcements in the Gordon Owen-Earl Donaldson) 
program. Copy centered around one specific house aiun 
was ad lihbed by Owen. The house, n orth $19,500, icaq 
sold to an interested listener within a period of two day. 
after the secant! commercial. As a result, Quality Builders 
decided to continue the drive an KDYL. Cost of the 
participations on 12 and 13 July u as $20.00. 



KDYL, Salt Lake Citv 



I'ROGRWI: Participation^ 



RESTAURANT 



SPONSOR: Slay's RrMaurant \CKNCY: Kilroy Adverlwiid 

CAPSl KK CASK HISTORY: Mike Slay, proprietor of 
Slay's Restaurant, contracted for a schedule of 12 station- 
break- announcements per week, through Kilroy Advertis- 
ing. Inc. Announcements were aired during the station's 
Bruce Ha) ward Show. According to Slay, "The an- 
noiineement campaign on the Bruce 1 lax ward Show has 
really paid off." Slay informed station that it is the first 
advertising which the restaurant has had in its eight 
business years that has resulted in substantially increased 
customer traffic. 



k\OK. St. I. 



PROOR \M; Participation. 



DEPARTMENT STORE 



RADIO STATION 



SPONSOR Roheil- llros. |),.pt. Store \GKN(A: Direct 

( \PM I F ( SSK HWlOin : To test radio icsnlts for 
titilhc, Roberts Hioihers scheduled 10 one-minute an- 
nouncements in a period of thiee days on these good 
music am antl fin stations, tdverlising jiaekagetl yardage 
gnods i flailing for >/..T° each, the sponsor tabulated 
52 customers and over S.'il )().()() in stiles for fabric alone. 
I n addition, non-atlrei I ised products such as patterns, 
zippers, buttons, etc., were stdd. Total cost far the 10 
titl-sceantl trrrnon ncenterils amounted to ^l~>.00. 



SPONSOR: KSI.R Radio UiKNO : Dirct 

C\PSI I.K < \SK IIIsTOin : Two necks before it nent on 
the air , KSLR Radio houghl 30 announcements on klU(,. 
1 0.0( )()-((•«// regional station. kSLR. anticipating a day- 
time local Oceansitle, Ctrl., audience, felt tliut the Avalon 
station t>n which it placed its announcements would tie- 
liver a signal reaching the Oceansidc area. "/>v the time 
nc went on the air," said kSLR Manager 11 , .1. Taylor, 
"it seemed that everyone in northern San Diego Count) 
knew about us." Cost amounted to $2H0. 



kP \\l I \l Portland. On 



PIUK.R Wi : \lllloiiiieenienl- 



M!IC. Ualon 



PKOKK WI : \nnouncenn-nt 
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No, that mystery shape isn't really a kangaroo, 
though it is jumping steadily higher and higher in 
consumer spendable income and in relative rank 
among the nation's top markets! 

Actually it's a map of "The Mystery Market" . . . 
one of America's richest . . . The Central South . . . 
a $2,713,371,000 market — richer than the cities of 
Denver and New Orleans put together ... or Atlanta 
and Dallas put together. 

A RICH MARKET, IN FACT, THAT'S 
COVERED BY ONLY ONE MEDIUM. ..and 
that's WSM Radio in Nashville. 



If you attempt to cover the Central South with 
a combination of other radio stations or with a 
combination of newspapers in the area, the cover- 
age would still be incomplete — and the cost would 
be three to 15 times greater than that of a WSM 
custombuilt program. As for TV, all TV viewers 
in the market put together still represent less than 
half the market's buying power! 

For the full story on this unique situation, send 
for your free copy of our booklet, "The Mystery 
Market", containing complete facts and figures as 
compiled by independent authorities. 



650 KC 



WSM 



RADIO 



BOB COOPER, So/es Manager 

JOHN BLAIR AND COMPANY, National Advertising Reptenntativts 

Nashville -Clear Channel - 50,000 Watts 
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We've Moved 



TO 
THE 



\OP! 



• TOP POWER 

316,000 Watts 

• TOP ELEVATION 

2,000 Ft. above average 
terrain - 3,936 Ft. 
above sea level 

• EXCLUSIVE CBS 
AFFILIATE 




m 




1 










1'or 3 2 years, WDHJ has been the 
favorite name in Radio in Western 
Virginia. Now — it's TOP IICIC.IIT 
— TOP POWER for WDHJ-TV— 
with exclusive CHS affiliation and 
top rated programming. Let estab- 
lished audience, plus maximum cov- 
erage, plus finest facilities and talent 
work for \ou. 

\\ DB J-'l V is now at maximum 
power and height — hacked Uy a 
[lower-packed viewer promotion pro- 
gram throughout the coverage area! 

Ask Peters, Griffin, Woodward! 



WDBJ-^ 




ROANOKE, VA. 

Owned and operated by 
the Times-World Corp. 



Peters, Griffin, Woodward, Inc. 
National Representatives 



Continued 
from 
JHljlC 1 5 




product specifically filmed for presentation on television. 

One doesn't have to scan too far. As a matter of fact- a 
look at a certain area of the program activity around two 
o f tl ie stations who have jnst signed for the MGM product 
indicates that the market for t\ film series may develop into 
something bigger and better than it ever was. in spite of the 
increased loading of feature film on the market. 

WCBS-TV in New York, which played two half hour tv 
film series as daytime strips this past summer, has found 
that these series ran up the highest daytime ratings in New 
York. The two shows were My Little Margie, which WCBS- 
TV showed 9:00-9:30 a.m. Mondays through Fridays; and 
Amos and Andy, which the station stripped in the 9:30 to 
10 a.m. time. Both these film series are in rerun stages. 

Nevertheless, both racked up ratings responsible for all 
40 one-minute spots in the two having sold out to such adver- 
tisers as Continental Baking. Bayer Aspirin, Thomas Bread. 
Buitoni Spaghetti, Anahist and others. 

The CBS-TV network, no doubt influenced to some extent 
by the vidfilni strip success of its New York flagship, is going 
to run the him series Our Miss Brooks as a half hour day- 
time strip on the Network this fall. This series will replace 
the Johnny Carson. Shore in the 2-2:30 period. 

At WFIL-TV. the Triangle station in Philadelphia, strip- 
ping tv film series will become the backbone of the station's 
early daytime programing this fall. Three as yet unnamed 
half-hour vidfilni shows will be run back to back in the 10:30 
a.m. to noon slot Mondays through Fridays. And two West- 
ern half hour tv film series. The Cisco Kid and Kit Carson 
will be run Mondays through Fridays, back to back, from 
6 to 7 p.m. 

The increasing trend toward using tv film series, originally 
produced for once-a-week showing, as five-a-week strip shows 
is one strong sign that tv films will find a ready market in 
spite of the tremendous amount of feature film product avail- 
able, today, and the additional theatrical films to be added. 

It becomes increasingly apparent that the newer, more 
important feature film product hitting the tv market will be 
used to replace the old feature length movies so many stations 
have been running for so long. Careful planning goes into 
the usage of the feature film product at any first rate station. 
\[ WCBS-TV. for example, the new batch of MGM product 
won't even be used till 1 January. 

For certain advertisers with certain specific merchandising 
and marketing problems, the feature length product will 
mner replace the tv film series. And for any advertisers, 
the wiser stations are adding merchandising phisses to their 
presentation of the long movies. 
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IN INLAND CALIFORNIA (and western nevada) 




delivers more 
for the money 





These inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations . . . 
and at the lowest cost per thousand! (SAMS and SR&D) 

More people live in this mountain-isolated Beeline area than in 
all of Colorado. They have over $3Vfc billion in spendable income. 

(Sales Management's 1956 Copyrighted Survey) 



* KERN 



, BAKERSFIELD 



iiAeCJUrtcJUq &fioadjCcLstitoq C<n«paAAAf 



SACRAMENTO. CALIFORNIA • Paul H. Raymer Co., National Representative 
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HOW TO 
ROAD-TEST 



A WEEKLY 



On the morning of 15 July, exactly three months 
and 12 days before the switch from bi-weeklv to 
weekly, sponsor's editor and publisher set out on a 
long trek. Purpose: to road-test the new three 
dimensional weekly formula and get reactions to 
the weekly dummy for the first time. What 
happened during the five-week swing, as well as 
what was going on at home to prepare for the 
weekly, is set forth in this factual report. 

1. We traveled by automobile for greatest mobil- 
ity. Over the five-week span we passed through 17 
states and visited station owners, managers, and 
agency executives in the following cities: Wheel- 
ing, Steubenville, Columbus, Cincinnati, Louis- 
ville, St. Louis, Kansas City, Topeka, Wichita, 
Tulsa, Oklahoma City, Dallas, Fort Worth, 
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Wichita Falls, Lubbock, Temple, Austin, San 
Antonio, Houston, Shreveport, Little Rock, Mem- 
phis, Nashville, Chattanooga, Knoxville, Hunting- g, 
ton, Charleston, Oak Hill, Beckley, Harrisonburg. § 



2. Our welcome everywhere was heartwarming, 
attesting to the high prestige which the bi-weekly 
sponsor had built up over its 10-year span. Decks 
were cleared, in many instances group meetings 
were arranged in order to acquaint all interested 
personnel with the weekly plans. 

3. The reaction to the weekly plans and the three- 
dimensional formula as reflected in the dummy 
was overwhelmingly enthusiastic. Everyone was 
amazed to learn that we were embarking on a 
completely new trade paper concept built around 
a use triumvirate of use articles, use departments, 
and use news. We found that many readers had 
been concerned that our use articles which meant 
so much to them might be weakened when we went 
weekly; they were delighted with the plans for 
strengthening and streamlining them. Most of all, 



they were impressed with the newsletter blueprint 
which guaranteed a full-bodied weekly wrap-up 
in depth for busy executives. Over and over again 
we heard: "Congratulations. You can't miss." 

4. Many editorial suggestions and improvements 
were gleaned from the field. Some of these already 
have been added to the weekly blueprint. But, most 

1 important, was the stamp of approval given key 
facets of the new formula. We now knew for 

. certain that we were satisfying an urgent need. 

j 5. The advertising response was exceptional, too. 
sponsor's advertising director joined the trek for 
two hot weeks in Oklahoma, Texas, Louisiana, 
and Arkansas during which he signed numerous 
contracts and was promised many more. During 

' this period of the trip, and since, several advertisers 

' increased their space. 

J 6. At home, while the summer was waning, spon- 
• sor's editorial staff was being rapidly strengthened 

and trained for the weekly operation. An outstand- 
j ing weekly specialist had been retained to analyze 
( our editorial operation, coordinate with our printer 

in weekly planning, and orient the staff. This work 

is presently going on and will continue until 

several issues of the new weekly have appeared. A 
1 seasoned news analyst, well respected in our field, 

will head sponsor's important use news operation. 

Additions have been made to the use article staff. 
I Every day from now to W-Day sponsor will be 
I road-testing. We expect to bring advertiser and 

agency readers a weekly wrap-up in depth which 

will both surprise and thrill. 




OUR 10th 
ANNIVERSARY 

issue, also nt:z::z nt ) 




10th year of use f ulness for 
tv and radio advertisers 



WHLI 

"THE VOICE OF LONG ISLAND" 




SELLS 



BIG 

INDEPENDENT MARKET 
NASSAU COUNTY 





Food Store Sales... 

$385,282,000 

• 2nd Food Market in New 
York State . . . 

.Only New York City Ranks Higher. ) 

• 9th Largest Food Market 
County in the United States 



GIVES 



BIG 

BONUS COVERAGE 



(Nassau, parts of Queens, Suffolk 
and Brooklyn.) 

POPULATION 2,903,765 

NET INCOME . . . $6,132,673,150 
FOOD STORE SALES . . $964,601,050 

"Data Source: Sales Management 



DELIVERS 




BIGGEST DAYTIME AUDIENCE 
in the 

MAJOR LONG ISLAND MARKET 




According to the most recent Pulse 
Survey . . . one station . . . WHLI 
has a larger daytime audience in 
this market than any other station! 



WHLI 

HEMPSTEAD 
LONG ISLAND, N. Y 




PAUL GODOFSKY, PRES AND GEN MGK 
JOSEPH A LENN EXEC V P SALES 

Roprcientcd by Gill Pcrna 



Continued 
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really are. Television a.» a reporter puts a terrifying premium 
upon truth and honesty, trait* that any performer mn>t 



recognize. 



★ ★ * 



Secondly, the politician.* should learn the gentle arte of 
cn>ting and timing. The people they s»eleel far too often are 
ju>t too downright unappealing as well a> unable to put 
across* even the simplest of ideas. 

In addition, they always take too long to make a point. 
On this matter (timing), not only do the individual speaker^ 
fume far longer than is necessary or \vi>e. hut entire programs 
are always chock-full of badly selected segments which would 
be better left out. 

If the producer of a regular t\ show were given so little 
control over his property as the producers of political tv. 
and had to include all sort* of dull, irrelevant and show- 
destroyiiig interludes, he would never have an) thing but a 
flop. However, in politics, everything goes — every politician 
has to get bis mug on camera and utter a full quota of badly 
chosen words. 

As for the staging, the elimination of distraction behind a 
speaker while he is on camera, the entrances and exits, the 
transitions and the fabulously unbelievable video gimmicks 
(such as holding up cards with words like Integrity), these 
are enough to cause anarchy throughout the land. Remember 
— oh, statesman — people watch television. 



Hon* fo sell « political eumlUlute 

WABC-TV's political candidate school 



See 23 July issue for n 
roundup of experts 
advice on how candi- 
dates can best sell them- 
selves on the air. A 
unanimous tip was to 
"relax and be your- 
self." The tv camera 
]>oints up plioniness as 
no spotlight or podium 
could. S]>eaking on tv 
is much like talking 
to small groups in their 
homes. Pounding desks 
and flowery oratory 
has no place in television. 
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IHu. UAeefiutg. KAokketl^ Mi- oolite fy xsfet q jwjjw ^ wMJtketl in. 

AMERICA 



The Magazine of Wall Street says "In this Valley of the Ohio history is 
heing written." Fortune observes, ". . . the Ohio boom is still in its 
infancy." For YOU it means increased sales by using the dominant 
advertising medium in this rapidly-expanding industrial heartland, 
WTRF-TV, Wheeling. 



boom! Boom! BOOM! 

The Wheeling: Steel Corp., nation's 
loth larzest, announces sales (first six m 
l!)5li) up 21% over same period, 1955 • 
total, *1 14.000,000 I Her 15.000 employe 
turned out 1,120,591 ton* of steel at 
105.5% of rated capacity 1 



X4 a station worth watching" 



wtrf tv 



Wheeling 7, West Virginia 






For availabilities and complete 
coverage information — Call 
Hollingbery, Bob Ferguson, 
VP and General Manager, 
or Needham Smith, 
Sales Manager, 
Cedar 2-7777. 



reaching a market that's reaching 




316,000 watts 

Equipped for network color 



new importance! 



SPONSOR 
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a forum on questions of current interest 
to air advertisers and their agencies 



Whttt tlo you feel constitutes 
saturation of a market 





Harold Fair 
('.p. in rhg. oj Tv and Radio 
Hozell & Jacobs, A'.F. 

////; TERM IS ELASTIC 

• This term "saturation" is elastic. 
The very fact that the question is asked 
indicates that saturation can mean 
many things to many people. Its size 
rnd shape can he influenced hy many 
factors. To mention a few, the size 
of the budget; the client's concept of 
saturation; the agency's concept of 
saturation; the nature o ftlie product 
involved; just exact!} what it is that 
\ ou want to saturate; and how long 
\ ou want it saturated. 

Generally speaking, a saturation 
campaign suggests an effort to buy 
ever) availabilih on every facility in 
the market for a comparathely short 
period of time. Conceivably, in some 
eases this procedure would be wise. 
llowe\er, it seems to me that such 
indiscriminate buying, even for a sat- 
uration effort is wasteful and ineffi- 
cient. I must believe that e\en in an 
all-out saturation campaign, the nature 
of the product, which determines the 
nature of its market, should be con- 
sidered as carcfull) as in any other 
campaign. 

Therefore, the time; of da), the char- 
acter o fadjacent programs even the 
general character of the stations 



bought — would be influenced by this 
factor. Having studied this influence, 
it is probable that the saturation effort 
would begin to take a more stream- 
lined shape. This gets around to the 
question of "what are you going to 
saturate?" And the answer is, you 
will saturate those programs on those 
stations which reach the people who 
will buy your product. 

After this has been established, the 
intensity of the campaign (that is the 
actual amount of time or number of 
spots) will be measured by the objec- 
tives of the client. 

For example, if he is launching a 
new product in a highly competitive 
field, he will need more power than 
if he is simply putting a seasonal push 
behind an established product. This 
intensity will also be measured by the 
amount of money the client should 
sensibly and economically invest in 
the market. He and his agency must 
determine this on the basis of their 
own experience and knowledge and 
having found the answer will be 
guided accordingly. The length of a 
saturation campaign would, in my 
opinion, be determined hy exactly the 
same factors. 

There is no question in my mind 
that an all-out radio and television 
campaign can be more effective if 
backed by newspaper advertising. This 
is such an old story that it hardly 
needs repeating here; but the fact is 
that they complement each other, fill 
in boles one or the other might miss, 
plus the fact that two media supply 
emphasis and reiteration, adding 
power to the campaign. 

So, what do 1 feel constitutes satu- 
ration of a market? 

I believe that after all of these and 
other factors have been taken into 
consideration, the use of every avail- 
able minute that conforms with the 
indicated pattern over a period of time 
still conforming with the pattern is 
saturation. It is not blind buying of 



all availabilities. It is. actually, an 
expansion of the same practices that 
govern sound timebuying the vear 
around. 




Peter M. Bardach 
Broadcast Account Executive 
Roote, Cone & Bclding, N.Y, 

COVERAGE AM) PENETRATION 

• In its purest sense, saturation im- 
plies complete penetration, absolute 
coverage — an objective that is difficult 
if not impossible to achieve through 
the use of any single medium. Re- 
search, of late, shows again and again 
that a combination of media — the 
right media — may secure the broadest 
and at the same time the deepest satu- 
ration of a specified market; but un- 
fortunately what may be true of one 
eity or area cannot always be projected 
nationally. 

Many of us tend to confuse fre- 
quency and satuartion, with the result 
that the less expensive media on a per 
unit basis are usually given the first 
consideration. This may be a fallacy. 
Several radio representative companies 
and a number of leading radio stations 
have recently introduced both national 
and local spot '"saturation" plans, 
\Nhich in reality are nothing more than 
high frequency schedules designed to 
reach the broadest unduplieated base 
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of a single station. This may he station 
saturation; l>ut it should not and can- 
not he equated with market penetra- 
tion. 

Complete market saturation can 
prohahly he secured via any medium; 
the two determining factors in the final 
selection must he budget and the "time 
table." How fast must you acquaint the 
puhlie with your story ? Must it he in 
one week? Or can you wait a month? 
The answer to this question may well 
determine whether tv, radio, news- 
papers or some other medium is 
chosen. And let's not foreget that 
while the broadcast media may he the 
most effective in one market, news- 
papers may he "top dog" in another. 
The more we learn through market re- 
search, the more amazed we become at 
the tremendous dissimilarity between 
one city and another. 

Lastly, don't overlook creative ap- 
proaches. Don't fall into the trap of 
"buying by the numbers," which, as 
Arthur Pardoll, our director of broad- 
cast media, has pointed out time and 
again, may distort the objectives and 
fog the results. Creath ity in media 
selection as well as in the copy itself 
may well determine the degree of sat- 
uration. The Pepsodent "yellow" 
jingle or the Rheingold "Nature Boy" 
porody are examples of effective copy 
which enable the media to realize full 
mileage. A good commercial auto- 
matically puts you x per cent ahead 
toward reaching that elusive thing 
called saturation. * * * 
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Hon powerful will tv be 
in the coining election? 

For a roundup of opinion in 
| answer to the above question, be 
| sure to read "Sponsor Asks" in 
| the next issue. At that time, 
| specialists in public opinion from 
j the research and agency fields 
will tangle with the problem and 
I come up with their predictions 
| on the subject. Says one partici- 
pant, "Both parties would be 
well advised to think very care- 
fully before they pre-empt time 
i • • • 1 he reasons behind this 
and other statements of panel 
members will provide thought- 
| provoking reading matter in the 
| 1 October 1956 issue of sponsor. 



W H A T'S 

MINN 

WITHOUT 

B-5?J 




Larry Bcntsnn means the hi" city half of Minnesota. 
Yon can woo the Miriiieapolis-St. Paul market with 
a million-and-a-half '"please buy" letters. Or yon can 
spread your budget thin on hall' a dozen runner-up 
stations. But for immediate sales impact, you've got 
to reach Minn where she listens — on WLOL. 

WLOL's Big 5 disc jockeys give yon the quickest, 
most responsive, hlock-hy-hlock coverage in the big 
Twin Cities orbit. Add WLOL's unparalleled ont-of- 
hoine audience and you'll see why more advertisers 
sell more products on WLOL than on any other in- 
dependent station in this market. 





MINNEAPOLIS ST. PAUL 
1330 on your dial 5000 watts 

Larry Bentson, President 



Wayne "Red" Williams, Mgr. 



Joe Floyd, V.P. 



PULSE PROVES IT 

NO. 2 STATION IN THE TWIN CITIES 

NO. 1 INDEPENDENT STATION IN THE NORTHWEST 



represented by AM Radio Sales 
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Now — 

Channel 2 
in 

fabulous FLORIDA, 

Now — 
WESH-TV 

is on 
the air in 
Jam-Packed, 
Sales-Rich 
Daytona Beach. 

Now — 

call 

Edward Petry 
& Company 

for 
details on 
WESH-TV, 
Daytona Beach 

and 

WJ HP-TV, 
Jacksonville 



i 





agency profile 



Robert F. Carnei; 
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Chairman of the board 
Foote, Cone & Belding, New York 

■'Client!-, and agencies shouldn't he in the business of producing 
shows, savs FC&B s chairman of the hoard, Bob Carney. 

''The networks are properly in production. If problems of exces- 
sively stringent show control occur, they're the outcome of an 
allocation not a production problem. \\ ere there more stations and 
networks, (comparable to the number of magazines, for example), 
then no one would question eacli network's right to control and 
produce programing." 

Carney feels that there's no more need to justif\ the agency's role 
in television, apart from constructing editorial matter, than there's 
any question about its role in print advertising. The recent discus- 
sions about agency commision don't worry him. 

"Of course the commission svstem is effective, or it wouldn't 
have existed as long as it has." he told SPONSOR. '"On the other hand, 
substituting fees for it, for example, wouldn't frighten me as much 
as il might other agencymen. After all, 1 grew out of a profession 
that exists on fees law. The transition would be painful and con- 
fusing, but eventuall) fees would probably settle on a level compara- 
ble to the commission, because the cost of operating today's agency 
services demands approximately that amount of remuneration." 

Carney is a portly, graying man with an ease and candor of 
speaking. As a lawyer, he had FC&B and many of its clients 
consulting him. The switchover into the agency business, he felt, 
was a natural one. Since that time, he has seen an interest in market- 
ing develop within the agenev, and a new stress placed on it that 
has alread) increased the cost of agenc) operation. 

"On the average, a major agenej needs some 12 people per SI 
million billing, excluding clerical help. Todav some 15' c to 20' c 
of these people are involved in marketing."' 

While Carne\ recognize* the importance of marketing — "adver- 
tising is just one aspect of the total marketing plan"— he feels that 
agencies tend to exaggerate today, the more newly developed forms 
of their services. "But advertising will alwavs be the agenev s 
primal'} job. ' 

At home some 13 blocks up Bark Vvcnue from his ofliee. Carnev 
prefers to relax with thoughts of business left behind. Weekends 
see him traveling to his Southampton home, "but it s prettv quiet 
out there since the boys are grown up," savs he. * * * 
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...ITS EXPERIENCE! 



In straight calendar terms, WSM-TV has a margin 
of more than three years TV experience over either 
of the other stations in this market. That's how long 
WSM-TV was the only station serving this area, and 
learning in the process what this audience wants and 
what it takes to sell them. 

But WSM-TV's experience goes deeper. As an 
extension of one of the country's biggest and most 
successful radio operations, WSM-TV's experience 
can, in several important respects, be projected over 
the past 30 years. 

On the WSM — WSM-TV joint payroll are the 
skilled technicians, executives, planners, writers, 
producers, and talent staff of more than 200 nation- 



ally famous stars who have earned for WSM 
numerous awards, plus such accolades as "top music 
station in the nation" and "showcase of American 
folk music" in more than 25 top national magazines, 
including American Magazine, Billboard, Collier's, 
Coronet, Farm and Ranch, Good Housekeeping, 
Look, Nation's Business, New York Times Magazine, 
Newsweek, Pathfinder, Redbook, Saturday Evening 
Post, Time, Town Journal, Variety, and Wall Street 
Journal. 

Our point is this: the WSM success formula, still 
going strong after 30 years, has been neatly extended 
(by the very people who devised it) to WSM-TV — 
making it the recognized TV leader in this market. 



WSMTVf 



Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 

Clearly Nashville's * 7 TV Station 

IRVING WAUGH, Commercio/ Manager 

EDWARD PBTRY A CO., National Advertising Re prtstntativet 
WSM-TV't sisler station — Clear Channel 50,000-watt WSM Radio — is the only single medium I'nal covers completely the rich Central South market. 
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K~\ IV-/1 II A T\ 's Kooler campuiyn covers Cleveland 

frequency of 1100 on the radio dial. 
During the. campaign a majority of 
W station IDs were devoted to 
"The Kooler Sound" i.e.. people splash- 
ing in pools, waves on a shore and 
ice tinkling in glasses. 

Highlights of the Kooler campaign 
were Kooler Kruises uhieh attracted 
close to 5,000 Clevelanders who paid 
almost $15,000 for an outing aboard 
the specially chartered S.S. Aquarama. 
The Aquarama cruises were promoted 
by the ship owners in newspaper ads 
that ran for three weeks prior to the 
excursions. 

During the month of August YW 
held a beauty contest which attracted 
some *»()() entries of whom 20 were 
selected to show up for the Aquarama 
cruise. K) of the 20 were later selected 
to appear at KYWs y\musenient Dark 
Da\ and were subsequently used by 
local department stores for fashion 
shows. 

Miss Kooler Cleveland who was 
finally selected from among the 10 is 
now making personal appearances for 
KYW. She'll continue to keep summery 
thoughts alive even as fall comes to 
Cleveland. * * ★ 



KYWs general manager Davis & KYW's queen 

KYW- AM TV. has spent a good part 
of the summer making things "cooler"'' 
in Cleveland. From 21 June to Labor 
Dav K\ \Y ran a Koolei campaign that 
included even thing from Kooler 
Kruises to a beauts contest to find 
KVW 's Miss Kooler Cleveland. 

Merchandising tie-ins saw a local 
grocery chain. Pick n Pav (10 stores), 
and a local drug chain. Standard (45 
stores), participating in special YW 
Kooler Sales. The sales featured KYW 
advertised merchandise at special sale 
prices. 

\ KYW Kooler soda was featured in 
the Standard stores for 1 ] £ as a further 
boost for the station which is at a 



I runs a if in introduces new animated paper cut-outs 

Trans film for Hoffman Beverage: 




and 



Hoffman & Simplicity Patterns' commercials 

Two clients, both accounts of the 
Grey Ydvcrl ising Agency, arc getting 
unusual television commercial treat- 
ment via animated paper sculpture fig- 
ures. The technique, developed by 



Simplicity Patterns, eliminates the need 
for costly stop-motion photograph}' 
which is usuall) required when inani- 
mate three-dimensional objects are 
made to move. These figures are ani- 
mate and are photographed in the 
same manner as live actors. 

The Simplicity commercials, starring 
Simplicity Pat, are intended to gain 
more of the teen-age market. Success 
of the commercial vsill result in simi- 
lar campaigns in major markets across 
the country. * * * 

\YUi}ll* dinner marks Green 
Kan Packer pact si an in if 

Over 100 radio station, agency, 
sponsor and Green Pun Packer per- 
sonnel were »ucsts of WE MP. Milwau- 



kee, at a dinner given recently by 
WEMP. At the dinner. Hugh Boiee. 
general manager of the station, out- 
lined plans for broadcast of all the 
pre-season and league games of the 
Packers. WEMP will carry the games 
exclusive!} on radio in Milwaukee and 
vsill be the origination station for a 
state network. Miller Brewing Com- 
pam and Clark Oil and Refining Com- 
pany are the sponsors. 



* ★ ★ 



Sorthwest Itadio-Tv School 
Inauaurates Stella award 



r' 1 




Francis 



Northwest's 



A new national television achieve- 
ment award has been announced by 
Northwest Radio and Television 
School. Called the Stella the first an- 
nual awards are going to 16 tv per- 
sonalities and shows. Winners were 
selected by a mail survey of over 5.000 
students of the Northwest School. 

Formal presentation of the Stella 
awards this month climaxes North- 
west's 10th anniversary in the broad- 
casting industry. Winners of the first 
year awards are: Ed Sullivan. Dave 
Carrowav, Phil Silvers. Studio One. 1 
Love Lucy, Lawrence Welk. Cavalcade 
of Sports, Climax. $61,000 Question. 
You Are There, Confidential File. John 
Cameron Swav/e, Omnibus. Disney- 
land, Arlene Francis and Steve Allen. 
The award is pictured above. * * * 

KVOO staffer given youth 
award htf Oklahoma's Guru 




KVOO's Meyerdirk (r) and Governor Gary 

Recognition for "outstanding con- 
tributions to the development of youth, 
our future leadership particularly in 
agriculture of the state of Oklahoma'' 
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went to Carl Meyerdirk I, see page 70) 
home and farm director of KVOO ra- 
dio and tv, Tulsa. Presenting the offi- 
cial state citation to Mejerdirk is Okla- 
homa's Governor Raymond Gary. 
Meyerdirk has heen a member of the 
KVOO staff since 1952. * * * 

Brieily . . . 

Ed MeCurdy, western-sty le singer 
of the Easy Glamur jingle (page 44 
this issue of SPONSOR) shared credits 
with tv playwrights Sherman Yellen 
and Peter Stone on Labor Day. Mc- 
Curdy performed and created the 
music for a song written by Yellen 
and Stone for their play Day Before 
Battle produced on Stiulio One's Sum- 
mer Theatre. Incidentally, play was a 
tv first for its authors and actor Ted 
Flicker, all three of whom were college 
classmates. 

* * * 

John F. Dille, Jr., president of 
the Truth Publishing Company, WTRC 
and WSJV-TV w r as recently awarded 
a Master's Degree in Communications 
at the University of Chicago. Accord- 
ing to the University, the degree was 
the first awarded to a newspaper broad- 



casting executive. 

* 



Big 



News of KFAB, Omaha's 
Change" in programing received a 
bagful of promotion. Material was 
mailed recently to advertisers and 
agency people throughout the United 
States. The paper bags, printed with 
the words, "KFAB lets it out of the 
bag," included a thorough run-down 
on the promotion. One item told of 
cut-outs printed to look like diapers 
that were dropped by plane on 60 
towns in western Iowa and eastern 
Nebraska. Each diaper carried Lucky 
Change numbers. Holders of those 
numbers broadcast over the station 

were luncheon guests at WFAB. 

* * * 

WBTV, Charlotte, played host 
recently to Carolina advertising agency 
personnel for a special seminar on 
color television. The seminar was held 
to acquaint agencies with all facets of 
local live shows, film, slides and 
opaques produced in color. Represen- 
tatives from agencies in both the Caro- 

linas attended. 

* * * 

The New York Chapter of the 

Academy of Television Arts and 
{Please turn to page 107) 




JOE FLOYD 

Likes to measure 
sales curves, too! 

Sales curves that go up and up and up — like 
practically* all of them do on Joe's 
KELO-TV. With its new 1,032 ft. tower, 
KELO-TV now beams a picture reach- 
ing a wider market than ever in the 
3-state "money-belt'" — Iowa, South 
Dakota, and Minnesota. 

Add Joe's neighboring KDLO-TV 
and you get two rich markets for 
your one buy across the board. 

:;: exception. A horse car manufacturer. 




• AIERBECM 




Joe Floyd, 

president 

Evans Mord, 
Con. Mgr. 

Larry Iteiitson, V.l\ 

NBC • ABC • CBS 

General oflices in 
Sioux Falls, S.D. 



1 



KdLOv 



REPRESENTED HY H-It FOR TV AND AM 



SPONSOR • 17 SEPTEMBER 1956 



HUMPTY DUMPTY 

{Continued from page 41) 

through. With cartoon features and a 
bright bow-tie, Humpty Dumpty was a 
fairy-tale character come to life. 

The idea of a "Ilappv House" was 
de\ eloped by the WKY-TV art depart- 
ment as a meeting place where young 
viewers could join Miss Jane who 
lived inside surrounded by dolls, toys 
and stuffed animals. On the outside. 
'"Happy House" was doll >izcd: a 
painted prop on a painted grassy hill. 

To tie in the Looney Tunes cartoons 
with the show, hand puppets represent- 
ing Porky Pig and Daffy Duck were 



made by WKY-TV artist. Doyle Gla- 
zier. These were later used in intro- 
ducing each episode of the Looney 
T lines series. 

On 28 March, the show was far 
enough along to be auditioned b\ 
liresnehen and his assistant Chet Paul. 
Hi Roberts, as the famous egg, ap- 
peared on the ty screen, greeted his 
guests with a rhwne and ushered them 
into Happy House. A ty camera moved 
up to the open doorway of the house 
and as this scene dissolved, a second 
camera showed Miss Jane inside. 

After Miss Jane introduced herself, 
she was joined by Humpty Dumpty. 
For the next thirty minutes they 



chatted, sang, played games and pre- 
sented two Looney Tune cartoons. To 
introduce a Looney Tune, Hi Roberts 
donned a hand puppet of either Porky 
Pig or Daffy Duck, and the comersa- 
tion between these puppets and Miss 
Jane integrated the cartoons into the 



show. 

A tea party during the show gave 
Miss Jane and Humpty Dumpty a 
chance to discusse se\eral food prod- 
ucts. 

About a month after the audition, 
the Humpty Dumpty chain signed a 
13-week contract and the show was on 
tlie air Monday through Friday morn- 
ings from 8:30 to 9:00. 




f. Me iv stations on air* 



CITY A STATE 


CALL 
LETTERS 


CHANNEL 

I NO 


ON-AIR 
DATE 


ERP (kw)** 
Vlsuil 


Antenna 
(ft)*" 


1 

NET j STN8. 
AFFILIATION ON AIR 


SETS IN 
MARK ETt 

(0001 


PERMITEE, MANAGER, REP 


BRISTOL, VA. 






10 Aug. 


70.8 


2219 


NBC 




Appalachian Bcstg. Corp. 


CARLSBAD, N. M. 


KAVE-TV 


6 


24 Aug. 


5 


301 






John H. Battison. Gen. Mgr. 


EVANSVILLE, IND. 


WTVW 


7 


8 Aug. 


27.6 


384 






Evansville Television Co. Inc. 


MONTROSE, COLO. 


KFXJ-TV 


10 


23 Aug. 


.617 


80 


KREJ-TV 




Western Slope Bcstg. 


KLAMATH FALLS, ORE. 


KOTI 


2 


9 Aug. 


13.5 


1050 






California- Oregon Tv. Inc. 



If. iVetc construction permits* 



CITY I STATE 



CALL 
LETTERS 



CHANNEL 
NO. 



DATE OF GRANT 



ERP (kw)' 
Visual 



Antenna 

<«>*•« 



STATIONS 
ON AIR 



SETS IN 
MARKET* 
(000) 



PERMITEE, MANAGER 



ABERDEEN, S. D. 
ALPINE, TEX. 
DEADWOOD, S. D. 
JACKSONVILLE, FLA. 



KDSJ-TV 



9 
12 

5 
12 



29 Aug. 1.58 200 

29 Aug. .59 — 170 

6 Aug. 1.22 570 

29 Aug. 316 507 WJHP-TV 

WMRO-TV 



367,238 



Aberdeen Television Co. 
Alpine Television Co. 
The Heart of the Black Hills Stations 
Florida- Georgia Tv. Co., Inc. 



Iff. \cic applications 



0ITY 4. 8TATE 


CHANNEL 
NO. 


DATE 
FILED 


ERP (kw)** 
Visual 


Antenna 
(ft)*** 


ESTIMATED 
COST 


ESTIMATED 

1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT. AM AFFIL1 ATI 


ALLIANCE, NEB. 


13 


1 Sept. 


24.894 


355 


$80,175 


$25,000 




Frontier Bsctg. 


LANCASTER, PA. 


21 


25 Aug. 


16.97 


360 


$75,276 


$80,000 


WGAL-TV 


Peoples Bcstg. Co. 


SAN ANGELO, TEX. 


3 


1 Sept. 


.148 


223 


$59,050 


$48,000 


KTXL-TV 


San Angclo Television Co. 


SIOUX FALLS, S. D. 


13 


1 Sept. 


.552 


471 


$41,009 


$100,000 


KELO-TV 


Video Independent Theatres Inc. 


SIOUX FALLS, S. D. 


13 


1 Sept. 


18.79 


690 


$197,857 


$150,000 


KELO-TV 


Morton H. Henkin 


WILMINGTON, N. C. 


3 


1 Sept. 


53.1 


548 


$224,828 


$140,000 


WMFO-TV 


Carolina Bcstg. System. Inc. 



BOX SCORE 



/ . S. stations on air 



Mtirhrts covered 



nil 



:to:t 



•Both new c.p.'s and stations Eolnc on the air listed here are those which occurred betwti 
S August anil 1 September or on which information coulil be obtained In that period. Stsl.l 
are considered to be on tne air wnen commercial operation starts. "Effective radiated po«l 
Aural power usually is one-half the visual pewe:. •••Antenna hciEht above averace terrain it 
above cround). tlnformatlon on the number of sets in markets where not designated ai bfU 
from NUC Research, consists or estimates from the stations or reps and must be deemed appro! 
mate. SData from NBC Research and I'lannlnc. XF.\: No Ocures available at prentl| 
on sets In market, leomraunlty would suppor; proposed lower-power station at least three yes* 
or until such time is it becomes self sustalnlnc. ^Presently off air. but still retains C.I 
■Non tommercial. 'Above cround. 
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In San Francisco They Are Watching Channel 4 
And the Best of the Warner Bros. Film Package 



SAN FRANCISCO CHRONICLE • NBC AFFILIATE • PETERS, GRIFFIN & WOODWARD 
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ONE WILL DO/ 

Fast-stepping WBNS Radio waltzes away with 
the quality market in Columbus and Central 
Ohio. WBNS delivers the most listeners . . . 
twice as many as the next biggest station. The 
most and also the best. With 28 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio . . . you've 
got to buy WBNS Radio. 



CBS FOR CENTRAL OHIO 

Ask John Blair 

The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 



■■radio 

COLUMBUS, OHIO 



Several weeks in advance of the 
show's debut, WKY-TY's promotion 
department launched a pre-sell cam- 
paign using tv commercials and news- 
paper ads. In addition a half page ad 
and a feature story appeared in the 
Oklahoma edition of TV Guide, two 
days before the program was to begin, 
under the heading '■Channel 4 Puts 
Humpty Dunipty Together Again." 

Standard-IIumpty Dumpty advertis- 
ing department sent out a direct mail- 
ing to the children of the company's 
employees. Cash register cards were 
placed in Humpty Dumpty branches 
within the \YKY-TV viewing area. The 
company also printed and distributed 
250,000 "bag stuffers" for distribution 
in the Metropolitan Oklahoma City 
area. These "stuffer*"' advertised the 
show on one side and Humpty Dumpty 
food items on the other. 

A total of 4-18 lines of displa\ ad- 
\ertising appeared in newspapers dur- 
ing the three weeks prior to the pro- 
gram's debut. Display advertising was 
supplemented with a daily saturation 
of on-the-air announcements starting 
one week in advance of the opening 
date. A joint newspaper and on-the- 
air follow-up continued for one week 
after the first telecast on 30 April. 

WKY-TY wasn't finished with its 
sales job once the show was launched, 
however. The creation of The Humpty 
Dumpty Shoic was only the first step. 
Humpt) Dumpty's excuse for being, 
as far as the station and grocery chain 
were concerned, was to create a better 
means of merchandising the Humpty 
Dumpty line. \V. J. W illis, who han- 
dles the Humpty Dumpty account for 
WKY-TY, says, "The merchandising 
ideas afforded by the series appear to 
be limitless. 

Before Standard-Humpty Dumpty 
moved into a full-scale merchandising 
program, many possibilities were ex- 
plored and carried out. As a starter, 
each store was supplied with several 
large stand-up full-color cut-outs of 
Humpty Dumpty along with a supply 
of se\ en-inch high "shelf-talkers." 
The "shelf-talkers" are photo cut-outs 
of Humpty-Duinpt) , and bear the mes- 
sage, "As advertised on The Humpty 
Dumpty Shotv." 

The posters are nuned to different 
areas of a store each week to promote 
special items. The smaller "shelf- 
talkers" have had to be replenished 
regularly much to the delight of the 
Humpty Dumpty people who intended 
them not only as in-store displays but 
as souvenirs for the youngsters. Kach 
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tlLIVISION V 



T M. CBS, INC. 



CHANNEL 2 -ST. JOSEPH 



A KENYON BROWN STATION 



announces the appointment of 



HOAG-BLAIR 

COMPANY 



as national representative 
effective October 1, 1956 



Basic details of the KFEQ-TV Market: 



♦POPULATION . . 883,700 
fTV Homes .... 1 93,897 
*Refail Sales . $944,953,000 

*Sale$ Management, May 10, 1956 
jUpdated ARF 



MIDLAND BROADCASTING CO. • ST. JOSEPH, MISSOURI 
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got it straight 

. I rt rkev's mouth 
from *e Jockey 




That's something that could be said for a lot / 
of products and services Milwaukee buys, because 
in this case, the tipster we're referring to 
is a WEMP Disc Jockey! These boys are strong 
personalities around here with a loyal gang 
of fans. The audience they've built over 
the years is your market, and whether they 
lend their own inimitable styles to a "live" 
announcement you send them or play your 
transcribed message, you will sell on WEMP. 

We suggest that you slap a harness on 
Milwaukee's vast buying market and do it 
at a right handsome cost per thousand. 
Give our reps a call and let them 
give you the complete picture. 



Milwaukee's Best Buy 



WEMP 



5000 Watts at 1250 



/V.'(5-/'y.>.) . . . 20 viws uf arn ire In MilliiuikiV • l\c/>i rsrnlcil niltiwitillv bv llniillry-lirrd 



store is kept supplied with a large 
stork so that they may be replaced as 
fast as the} disappear from the shelves. 

As a further means of tying in the 
show with the Standard - Humpty 
Dumpty chain, a third puppet was de- 
signed In the KW Y-T\ art department 
modeled after Toppy. the elephant 
trade mark of Top Value Stamps. 

Humpty Uumpty brand eggs and 
Humpty Dumpty lee Cream were pro- 
moted with the aid of a Humpty 
Dumpty doll that was offered over the 
show. Viewers could buy the doll for 
SI. 09 at Standard-Humpty Dumpty 
stores. They could save 50^ by send- 
ing a label from an egg or ice cream 
carton to WKY-TV for a premium cer- 
tificate. The certificate was worth 
5<V towards the purchase of the doll 
at their local Standard-Humpty Dump- 
ty store. 5,000 dolls ordered by the 
chain were disposed of within two 
weeks after the offer was made. \Yk\ - 
'IV account executive. Jim Willis told 
SPONSOR that stoic managers report 
that ever since they've been unable to 
keep up with the demand for the par- 
ticular eggs, called cage eggs, that 
were plugged during the doll promo- 
tion. 

Plans are also underway for the con- 
struction of a giant copy of '"Happy 
House." The replica will be displayed 
in parking lots at Humpty Dumpty 
stores for the distribution of promo- 
tional material, and possibly merchan- 
dise for the youngsters. 

Miss Jane and Humpty Dumpty 
started making personal appearances 
two weeks after the show began. Their 
fust appearance at one of the stores 
in the Standard-Humpty Dumpty chain 
was publicized to the extent of just one 
announcement a day for three days. 
They distributed 4.500 autographed 
pictures and. according to Mi>s Jane, 
could have used a couple of thousand 
more. While parents shopped, .they 
left their children with the tv pair. 
A significant jump in sales during 
their appearance was reported by the 
store manager. 

Fan mail for the show has been, 
and continues to be, voluminous. 
Standard - Humpty Dumpty officials 
have been amazed at the instant and 
mounting popularity of the show. 
.Mail pull outdraws any of the tv ven- 
tures with which the company has pre- 
viously been associated. 

It was generally believed at the 
show's inception that its audience 
would consist primarily of tots in the 
pre-sehool age group. This has not 
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Radio Success Story: NIGHTBEAT 



This month, Atlanta's most exciting radio show enters 
its second year. 

Nightbeat. In it time buyers have found a terrific 
mover of goods and services — at the economy afforded 
only by good radio. 

Nightbeat. In it listeners have found a strangely com- 
pelling attraction that has built a sustained radio audi- 
ence of mass proportions. 

Nightbeat is Atlanta by night. The news, the tragedy, 
the frivolity, the life of a great city reported by a roam- 



ing WSB Radio staff, and fitted into a framework of 
wonderful music. 

Originally a 2-hour show, Nightbeat now is pro- 
grammed from 9:30 p.m. to 1:00 a.m., Monday through 
Friday. Now, more advertisers can share the success of 
Nightbeat. Contact Petry for information and avail- 
abilities. 



IVSB and IVSB-TV are affiliates of Die Atlanta Journal and Constitu- 
tion. Representatives are Edw, Petry A Co. NBC Affiliate. 



radio 

The Voice of the South 

^^^^ 
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proved to be the case, \Ithough the 
show is verv popular with the pre- 
schoolers, mail indicates that young- 
sters up to 13 years of age are loyal 
viewers. 

The Humpty Durnpty Show w as pur- 
posel\ scheduled opposite CHS Net- 
works* adult programing of the Arthur 
Godfrev morning strip because it was 
felt that the moppets control tv sets in 
u>e during that time segment. Rat- 
ings have hacked up this- policy. Ac- 
cording to WKY-TY the show pulled 
an eight point rating in the Pulse taken 
during the first week it was on the 
air. In an ARB survey made during 
the show's fifth week on the air. the 
rating jumped to 12. making it the 
highest rated da\ time strip in Okla- 
homa City between 7:00 a.m. and 5:00 
p.m. Another ARB rating taken during 
the show's 13th week reported a high 
of 15.5 for five days. 

Standard - Ilumpty Duinpty execu- 
tives have viewed the show with such 
satisfaction that they are currently 
considering syndication of the series 



so that it ma) be used in markets out- 
side the WKY-TY viewing area. 

In the show's early weeks I. R. 
Moore, vice president in charge of 
sales for the supermarket chain, 
wrote WKY-TY Station Manager P. A. 
Sugg a letter testifying to Humpty- 
Dumpty's success. Wrote Moore, "In 
mv opinion, our Humpty Durnpty 
morning show is the most outstanding 
form of advertising we have attempted 
in quite some time. 

"As jou know. Jim Willis pitched 
the idea of The Ilumpty Durnpty Show 
to this organization. Many of us here 
at Humpty Durnpty viewed the idea 
with mixed emotions; however, today 
— in the 10th week of the show r — we 
are eonvinced that it is a wonderful, 
wholesome show and is producing re- 
sults far above our expectations!" 

And Standard-Humpty Durnpty did 
more than merely praise the show, the) 
renewed the contract for an additional 
39 weeks on WKY-TY. Says P. A. 
Sugg. "It took television to give Hump- 
ty Duinpty a happv ending." * * * 



SPOT EASY TO BUY 

(Continued from page 35) 

Most timebuyers agree that the big- 
gest service reps could render to the 
agency in expediting the timebuying 
process would be conforming to the 
standard forms set up. 

Standardization and/or simplifica- 
tion of forms need not be eonfined to 
availability lists only. A major prob- 
lem to timebuyers is the complicated 
and very diversified form that stations' 
rate cards frequently take. Here's an 
area in which the rep ean be a driving 
force for improvement. 

"We've long been aware of the need 
to streamline rate eards." says John 
Pearson s New York manager, Russ 
Walker. "Timebuyers frequently tell 
various rep salesmen that it takes a 
mathematical genius to figure out some 
stations' rate eards. Now, I don't 
think that standardization of rate eards 
is either feasible or even desirable, 
since concepts of selling time differ 
from station to station and binge upon 



Two 

exceptional 
new 

advertising 

opportunities 

from the 

company that 

made history 
with TV 

feature film . . . 




THE BIG IDEA., 
a fascinating weekly 
half-hour film series 
...the first and only 
television program 
to showcase 
American 
inventive genius. 
Producer Donn 
Bennett, creator 
of the show, emcees 
with the clarity of 
an engineer and the 
flair of a veteran showman. 
In each edition he presents 
inventors from all walks of 
life who demonstrate their 
"brainchildren"— brand-new, fully 
patented but unmarketed inventions. 
Already successfully tested in the 
nation's fourth largest market, THE BIG 
IDEA has thoroughly proved pulling 
power for the gadget-loving American 
audience and the advertiser 
who wants to reach it. 



THE BIG IDEA 
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the policies of t lie station. But we do 
advise our stations to keep their na- 
tional published rate cards as simple in 
presentation as they can to spare buy- 
ers the burden of having to interpret 
what should be clear arid obvious." 

2. When tho traffic jams: And it 

does so continuously. Tiinebuyers 
maintain that reps all too often pro- 
vide them with old availabilities that 
are gone even by the time the buyer 
sees them. Reps, on the other hand, 
feel that agencies aren't geared to 
move in fast enough on hard-to-get 
availabilities. Actually, both buyer and 
seller are right to a degree, but agen- 
cies and rep organizations both have 
taken significant steps in the last year 
toward remedying traffic jams. 

Here's how one rep organization is 
solving its traffic problem: 

Last January, Blair Tv instituted a 
new traffic system which, according to 
Sales Manager Jack Denninger, has cut 
their station's paper work 75%. Blair 
Tv gets all traffic changes from its sta- 




tions dail) on a TWX machine. The 
information is transferred to a cen- 
tral source which actually duplicates 
the station's traffic board, and is ahead 
of the station in showing national or- 
ders, renewals, expirations and can- 
cellations. 

The central source is a series of fil- 
ing cabinets with labeled trays for 
each station. On the top of each sta- 
tion's tray there's a legend explaining 
what each of several colored arrows 
represents fl.D.'s, 20's, and so forth) 
as well as an explanation of symbols. 
Tray-wide flip cards for each hour 
break down the station's programing 
from early-morning on-air time until 
sign-off. with arrows indicating what's 
available and w hat's sold. Sponsor and 
expiration dates are typed or written 
in on the cards. 

When a salesman is ready to check 
on availabilities for a timebuycr, he 
takes the metal tray out of the filing 
cabinet ( as he might with a librar) 
catalog drawer) and dictates the suit- 
able availabilities to his secretary who 



then types them up on standard forms. 

'"Now we can offer bona fide avail- 
abilities much faster," sa\s Denninger. 
"Before we used this system, each 
salesman had to check with four traf- 
fic girls to make sure whether avail- 
abilities were still free and avoid send- 
ing orders to our stations for an- 
nouncements that had already been 
sold. At that time our information 
was based on weekly or monthly logs 
from the stations, which were amended 
periodically through the mail." 

Many major reps have been insti- 
tuting systems for getting daily avail- 
ability information from their stations. 
But some do still rely on weekly mail- 
ings, which tend to slow up their sales 
efficiency. 

Once a buyer has availabilities to 
choose from, it's vital that he act 
cpiickl). Says Martin Xierman, Edward 
l'etry & Co. tv sales manager: "Some 
buyers don't realize that we're not the 
only ones who have this availability. 
The same avail is being peddled simul- 
taneously by seven other offices around 



WAR IN THE AIR is a brilliant 
series of 15 half-hour programs, 
produced by the BBC 
Television Service and never 
before seen in America, that tells 
the dramatic story of allied 
air power in World War II and 
Korea— source material for many 
of today's best-selling novels, 

otion pictures and television films. 
Exciting episodes such as "Battle 
for Britain," "Air War in Korea," 
and "Jets vs. V2 Rockets" are 
part of the footage made available 
by the allied governments, 
NATQ, and all branches of the 
U. S. Department of Defense. 
Acclaimed by the exacting 
critics of the British press, WAR 
IN THE AIR is living 
history with all the action, 
suspense, and prestige 
of powerful realistic drama. 
(Pre-sold to Rainier Ale for Los 
Angeles, San Francisco) 

SVAR IN THE AIR 



45 FAMOUS FEATURES 

Television's original Million Dollar Movie— the most suc- 
cessful film package ever sold to television — is now avail- 
able for re-sale in many markets at extremely low cost. 

Now . . . 32 branch offices 

Albany- 1048 Broadway, Albany 3-3118 

Atlanta - 195 Luckie Stre.et. NW, Jackson 3-1971 

Boston - 122-28 Arlington Street, Hancock 6-0457 

Buffalo - 505 Pearl Street, Cleveland 0743 

Charlotte-215 West Fourth Street, Edison 3-7717 

Chicago — 1300 South Wabash Avenue. Harrison 7-3629 

Cincinnati — 1 634 Centra I Parkway, Cherry 1-1470 

Cleveland — 2340 Payne Avenue, Prospect 1-5980 

Dallas — 402 South Harwood Street, Randolph 6175 

Denver — 807 Twenty-first Street, Alpine 5-0305 

Des Moines - 1022 High Street, Des Moines 2-9171 

Detroit — 2310 Case Avenue, Woodward 1-8681 

Indianapolis - 428 North Illinois Street, Melrose 5-2582 

Jacksonville— 128 East Forsyth Street, Elgin 6-0427 

Kansas City, Mo.- 1712-14 Wyandotte Street, Harrison 1-7740 

Los Angeles - 1980 South Vermont Street, Republic 2-0151 

Memphis - 152 Vance Street, Jackson 6-1281 

Milwaukee - 732 West State Street, Broadway 1-4445 

Minneapolis - 1025 Currie Avenue, North Atlantic 6367 

New Haven - 124 Meadow Street, State 7-2119 

New Orleans — 1418-20 Cleveland Avenue, Raymond 1148 

Oklahoma City - 710 West Grand Avenue, Central 2-0271 

Omaha - 1508 Davenport Street, Atlantic 5424 

Philadelphia - 1225 Vine Street, Locust 7-3555 

Pittsburgh - 1809-13 Blvd. of Allies, Grant 1-2237 

Portland —915 Northwest Nineteenth Avenue, Capitol 7-6535 

St. Louis - 3143 Olive Street. Jefferson 3-3000 

Salt Lake City - 204 East First Street, S., Davis 2-5528 

San Francisco — 251 Hyde Street, Ordway 3-2808 

Seattle- 2316 Second Avenue, Elliot 8225 

Washington — 932 New Jersey Avenue, NW, District 7-3672 

RKO TELEVISION 

a division Of RKO TELERADIO PICTURES, INC. 

MAIN OFFICE 1440 BROADWAY, NEW YORK 18. N. Y.. LO 4-8000 
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what makes ' 
Columbus 
a leading 
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market? 
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"Show mc a good sport and I'll show 
you a good spender!" 

Columbus fills this bill . . . Columbus 
is a leading sports mecca . . . and WBNS-TV, 
Columbus' leading station, fills the bill for 
sports coverage. 

Columbus is national headquarters for 
both Minor League Baseball and the Trot- 
ting Association. It is home to the Inter- 
national League Jet Baseball team ... a 
group sponsored by the faith and money of 
Columbus businessmen ... it is the site of 
the famous Ohio State University Stadium 
. . . where 80,000 fans cheer their winning 
team . . . and the new St. John's Arena for 
indoor sports . . . for racing enthusiasts there's 
Beulah Park and Milliards Harness Track 
. . . for golfers, their own clubs or the beauti- 
ful new Arthur Raymond Memorial course . . . 

For 1VBNS-TV viewers, there is com- 
plete coverage of their favorite sports . . . 
. . . for ADVERTISERS . . . there is a 
guaranteed audience of 500,400 TV families 
. . . and the assurance that WBNS-TV is 
rated the number 1 station in this market of 
sports loving spenders. 



No. 4 in "Columbus Market" Series 



J 



NS-TV 



WBNS-TV 
COVERAGE FACTS 

T0TAI POPULATION 
1,872,900 
T0TAI FAMILICJ 

556,000 
TOTAl TV HOMES 
500,400 

46% overage shore 
of audience in this 3 
station market. 
15 out of 15 Top 
Once-oweek shaws. 
8 out of 10 Top Multi- 
weekly shows. 

(Source: Columbus 
Telepulse July, 1956) 



REPRESENTED BY BLAIR TV 



channel 10 • columbus, ohio 

CBS-TV Network . . . Affiliated with Columbus Dispatch . . . General Sales Office: 33 N. High St, 



the country and by the station's own 
loeal salesmen. If the buyer doesn't 
act fast, he may lose his chance." 

One solution to assuring an aceount 
a hot nighttime tv availability is sug- 
gested by Merman. He says, "Give 
the rep more authority. Let him buy 
for you at times. W hen one of a rep's 
clients eaneels a top time slot, he could 
piek it up for another aceount that he 
knows is buying at that time. This 
way. the buyer is sure to get the best 
availability and it saves a lot of time- 
consuming paperwork." 

Although this solution has been put 
to the test at times— and successfully — 
BBD0 s Eleanor Scanlan sounds a 
warning note about it: "There's a dan- 
ger of duplication, if vou let the rep 
buy for you for the sake of getting a 
hot availability. After all, he doesn't 
know what you've been doing that par- 
ticular day. and you might have been 
able to clear a comparable time on a 
competitive station." 

3. How lo buy the best local 
show: This is the biggest problem in 
spot buying, complicated by the diffi- 
culty of obtaining complete informa- 
tion about loeal shows. 

Latest aid to timebuyers is NBC s 
Radio-phonic Spot Buying being test- 
ed in \. Y. area. (Sec i\oiv you can 
buy radio by ear. page 39, this issue 
of SPONSOR. I This NBC spot sales 
service permits timebuyers to phone 
NBC ofliee in New York and request 
telephone auditions. recorded, of 
shows that might fit into their spot 
schedule. 

Veteran reps realize the importance 
of providing full programing informa- 
tion, but in this area they're generally 
at the mercy of the stations. They try 
to solve the problem of getting pro- 
graming background in two different 
ways: I I) by repeatedly requesting 
such information from the stations 
represented. ( 2 ) Some reps delegate 
the responsibility of providing pro- 
graming information to their own sales 
development and promotion depart- 
ments. These departments then cor- 
relate and systematize the information 
on local programing and put it into 
attractive presentation forms for their 
salesmen. 

This is the type of information 
timebuyers seek about any local pro- 
gram: (1 I category and format of the 
show: (2) personality and background 
of the stars; (3 I star's appeal in the 
market and other activities, sueh as 
club and civic work; I f) ratings of 
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n Advertiser speaks , . . 






"I have used WKNB-TV 
for the exclusive advertising 
of our Martin-Rosol Brand 
Meat Products. In less than 
two years our sales zoomed 
to an all-time high. 

Without reservation . 
I consider WKNB-TV the finest 
advertising medium in 

the Hartford County Market. 
Continuous results have kept 
me advertising on WKNB- TV 
for three successive years."* 

Says Mr. Martin Rosol 
Martin Rosol's Inc. 

* Letter on file 




"Without reservation, I consider WKNB-TV 
the finest advertising medium in 

the Hartford County Market 

More and more national and local advertisers use WKNB-TV, 
because they get more results at lower cost. WKNB-TV reaches more than 
375,000 families . . . situated in the heart of the New Britain-Hartford 
market ... 31st biggest and 3rd richest in the United States. 

National Representative: The Boiling Co., Inc. 





Basic 



M WKNB-TV <*.,„„ ® 

Studios and Offices • • West Hartford lO, Conn. 
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the show, of the programs opposite it. 
and audience composition informa- 
tion: (5) success stories of national, 
regional or local advertisers who have 
been on the show. 

Did the commercial really get 

on? The follow-through on a cam- 
paign ahead\ on the air has always 
been a time-consuming job that time- 
buyers must cope with while trying to 
improve existing schedules and Inning 
new campaigns. Policing stations, 
they feel, has always been a matter of 
complicated bookkeeping, but these 
days it s compounded by an increasing 
tendency among television stations not 
to send them affidavits of performance. 

"It's hard on the buyer and on the 
rep when stations don't make it a regu- 
lar practice to send along affidavits of 
performance. one rep said. "The 
agency is responsible to the client for 
commercials being on the air as or- 
dered, and were responsible to the 
agency. While much of our business, 
including taking and placing orders, 
is done verbally , there's need for writ- 
ten records of that verbal or written 
contract having been fulfilled." 

The fact that these affidavits are not 
sent along as a matter of course de- 



lays the negotiating for make-goods, 
timebuyers say. V\Tiich brings up an- 
other step that reps and buyers would 
like to see taken — the standardization 
of make-good forms. The problem of 
wading through a variety of such 
forms from the stations and searching 
for the vital information all over the 
page is one that wastes the salesman's 
time as much as it does the buyer's. 

5. Whose ratings do you get? 

.Mention ratings to the thnebuyer, and 
he 11 throw up his hands in despair. 
Say the word to a rep. and he'll shrug 
his shoulders helplessly. Ratings are 
possibly the single most time-consum- 
ing and frustrating stumbling-block to 
efficient spot buying. And there are 
no three mediamen who'll agree on 
one solution to the problem. 

"W hen the station docsn t use the 
rating serviee we subscribe to, we just 
ignore their ratings and use ours," 
says C&W's Jerry Sprague. 

'"I'm grateful for any ratings infor- 
mation the reps give ine," says Grey 
Advertising's Joan Stark. 

"Reps shouldn't make y ou call three 
times for one ratings figure," says 
Donahue & Coe's Evelyn Jones. "Let 
them automatically give as complete 



information as possible on each avail- 
ability." 

Here again the reps depend on their 
stations for the information. When the 
stations provide ratings, the reps use 
them. But these ratings aren't neces- 
sarily as helpful as they might be. 

"Show me any three stations in a 
three-station market that subscribe to 
the same service." one rep told SPON- 
SOR. ".Naturally, they buy the one that 
makes them look best. What can we 
do?" 

6. Is this trip necessary? Buyers 
and sellers of time both are aeutely 
aware of one. practice that takes its 
toll in many wasted hours weekly — 
"'the waiting game."" It applies on both 
sides of the ledger. 

These are some of the solutions the 
rep salesmen propose: 

1. W hen a rep announces himself 
to the agency receptionist, let the time- 
buver give a direct message, such as. 
"I'll see him for a minute in 10 min- 
utes," or, "I'm in a meeting and won't 
be out for five hours." or "Ask him if 
he could come in at 2:00 p.m. in- 
stead." This courtesy may save the 
>alesman as much as 10 hours a week. 

2. Once the salesman's in the offiee, 



Score a "Knock-Out" in BATON ROUGE 



Xo more potent salesman in the Baton Rouge 
trade area than WAFB-TV . . . "The Cham])" 
when it comes to Bating, and "The Cham])" 
when it comes to merchandising your products 
and shows. 

WFAI!-TV's rating leadership is nearly 5-to-l. 
WKAB-TV's merchandising leadership is unsur- 
passed. Here are just four examples: 

• , ROUND 1 

First place winner in 
"Lucy Show" competition 
with a double first prize 
for special merchandising 
job. 

ROUND 2 

First place in Screen 
Gems, Inc. contest on 
program promotion. 

ROUND 3 

Finished in "top four" 
in promotion contest 
sponsored by "Frank 
Leahy and His Football 
Forecasts." 

ROUND 4 

WAFB-TV's only entry 
was second place winner 
in 1956 Billboard 
promotion contest for 
"network programs." 





WAFB-TV 



Q 



CBS-ABC 



CHANNEL 28 

Affiliated with 
WAFB AM-FM 

200,000 WATTS 



B-_ c , /* n || Adam Young, National or Clark* 
n«p». Vail Brown in South and Southwell 



<">2 



SPONSOR • 1 7 SKl'TEMDEK 1956 



THE MAN WHO WALKED UNDER A MISAPPREHENSION 

or 

How far to the nearest relative ? 




ONCE upon a time there was a fellow 
from Amarillo who was fond of say- 
ing that his home town was closer to five 
other state capitals than it was to its own 
clown in Austin. One clay he ran into a 
Skeptic with a map and a pair of calipers. 
"You lie," said the Skeptic. "Looka here — 
it's 425 miles to Austin, 450 to Cheyenne, 
360 to Denver, 250 to Oklahoma City, 450 
to Topeka, 200 to Santa Fe." 

"That's the way a crow flies. How about in 



a car?" 

"I just happen to have a road map here 
in my pocket. Let's see ... It says 509 to 
Austin, 544 to Cheyenne, 547 to Topeka. 
You're better off to ask another crow." 

"Hell with a crow. Let's charter a plane 
. . ." and away they went to an airport. 

"I want to fly to Cheyenne," Mr. Amarillo 
said to the gal. 

"Why?" she replied. 

"Find out how far it is." 

"We got better ways to tell . . . it's 450 miles 
by this here map." 

"See — whadda I tell you," said Mr. A to the 
Skeptic. 



"Whoa up a minute," said the Skeptic. 

Turning to the lady, he asked. 
"How far you make it to Austin?" 

"425 miles," she allowed. 

Well, so it's only 3 capitals Amaiillo is 
closer to than its own. 

Jt doesn't really matter, so long as we're 
close to the stuff advertisers look for when 
ihev want business. 



KGNC 

j j 



Amarillo 




AM-TV 



NBC AFFILIATE 



TV: Channel 4. AM: 10,000 watts, 710 kc. Represented nationally by the Katz Agency 
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the timebuyer should shut oil incom- 
ing phone calls that extend the sales- 
man's visit and interrupt his pitch. 
The reps realize that the buyer can't 
do that with long-distance calls from 
stations or clients, which lie mav have 
placed hours earlier. But local calls, 
they feel, could he handled by the 
secretary. 

Timebuyers, too, have a few time- 
saving suggestions to make: 

1. Rep* should keep their visits 
down to 10 minutes, unless making a 
specific, or requested presentation. 

2. Buvers "cneralK don't find 



luneh-tinie presentations for groups ef- 
fective. But when a luncheon presen- 
tation is scheduled, they prefer seeing 
the presentation before lunch, rather 
than during or after. After lunch, 
they're usually rushing back to a meet- 
ing or the office. During lunch the\ "re 
distracted. But the half-hour before 
lunch can be usefully employed with a 
presentation. 

3. W hile a buyer's busy with a par- 
ticular campaign, don't take up his 
time with a pitch about a market he 
can't consider at that time. 

There s one source of misunder- 



An $899,481,000 
Buying Power Market! 




MORE AUDIENCE 

than any other TV station in the 
rich heart of Louisiana 



FROM 5:00 P. M. to SIGN OFF 

(Monday thru Friday) 

W BRZ rated highest in 125 quarter hours out 
of 149. * 

FROM 12 NOON to 3:30 P. M. 

(Monday thru Friday) 

WBRZ rating Tops All Others Combined! 

- from a study by American Research Bureau, 
Inc., encompassing 3 J counties and parishes 
in Louisiana and Mississippi. 

WBRZ 2 

BATON ROUGE, LOUISIANA 

Rower: 100,000 watts Tower: 1001 ft. 

NBC-ABC 

Represented by Hollingbery 




standings that should be cleared up so 
that rep and buyer can work together 
at optimum efficiency. It concerns the 
rep's visits to the account executive 
and the client. Most reps feel they're 
not doing their job unless they main- 
tain a constant and direct line of con- 
tact with all the people concerned in a 
campaign. And when they don't go to 
the client in a spirit of complaining, 
most timebmers don't resent their vis- 
its to the client. But a timebuyer does 
feel that he should know when a rep 
is going to see the client and be 
briefed on the story that will be told 
to the client so that he's covered in 
ease questions arise from the meeting. 

The reps' justification for needing 
client contact is that they can't service 
an account well unless they know all 
the facts. And some rep salesmen feel 
that the buyer doesn't always know all 
the details. Some orders have resulted 
from a rep's presentation to the client 
which showed that additional budget 
allowance should be made for a par- 
ticular market. "This is a decision." 
one rep said, "that the timebuyer usu- 
allv can t make." 

Many timebuyers feel that the rep 
can be useful to them through their 
own contact with the client. "By pro- 
viding general information about the 
medium, their stations and markets, 
they can presell the client." one buver 
told sponsor. "But they should not 
bypass the tiniebujer on specific avail- 
ability decisions." 

7. That troublesome "local rate" 1 : 
High-ranking in importance among the 
jobs that timebuyers must perform is 
the task of selling the client on bis 
campaign or schedules. After all, cli- 
ent and trade support is an important 
component of a campaign's success. 
And this support, media buyers say. 
hinges chiefly on "value received." 
The client has to be sure that he's get- 
ting his money's worth. 

Yet, increasingly often, timebmers 
get letters (sometimes direct from a 
dealer, but often passed on through the 
account executive by the client) from 
the dealer or distributor, telling what 
kind of a schedule he can place at a 
local rate. The trouble is there's no 
set standard for qualifying for a local 
rate: some stations interpret their rate 
structures more liberally than others. 
The result can be chaotic. 

"Obviously, if a car dealer associa- 
tion finds out that one of its dealers 
is getting a local rate with coop money, 
it will have less faith in the agency as 
(/'lease turn to page 91) 
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"ARB" Oct. 1955 

"ARB" march 1956 
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pR&B 




july 1956 



KS LA-TVS 



_| 0.1 MVIMJ 



KSLA-TV has ten of the TOP 15 shows ... 64% of 
the morning audience . . . 58% of the afternoon audience 
and 53 of the nighttime audience. Thus PULSE backs 
up ARB in proving KSLA-TV's continuing audience 
leadership in Shreveport. That's why over twice as 
many national spot accounts and one-third more local 
accounts rise KSLA-TV than the other Shreveport 
channel! Your Raymer man has full details of the 
success story. KSLA-TV 




FIRST IN SHREVEPORT, LOUISIANA M 0± 

KSLA-TV^IZ 

FULL 316,000 WATTS P O W E R - A N T E N N A HEIGHT 1,200 FEET 

PAUL H. RAYMER, INC. 



NATIONAL REPRESENTATIVE 

CBS-TV BASIC NEW YORK • CHICAGO • ATLANTA • DETROIT • DALLAS • SAN FRANCISCO • HOLLYWOOD 
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TV COM PARAGRAPH OF NETWORK PROG 



MONDAY 



Sarry Moore 
Campbell 

,-nett 

Iristol-Myers 
iSS alt m 
ST alt sust L. 
Vi lir $3,600 

rthur Godfrey 

Gen Foods 
Y&R 



tand Brands 
tes 

.Var $4,150 L 
slmul Vi hr 



Dim Dim 

School 

Multiple spons 
Var L 
Vi hr $1,600 



Bandstand 

slmul 
91NY m-f 74L 



.Nu network 
programing 



TUESDAY 



Garry Moore 

sust 

Best Foods 
Ludgin 

'/„ hr $3,140 
NT L 



Arthur Godfrey 
Var 1> 
Scott Paper JUT 
see moil 



B&B 



Norwich 



Ding Dong 8*hl 

Var L. 
(See Mon) 



Bandstand 
slmul 
91NY m-f 74L 
partlc 



No network 
programing 



WEDNESDAY 



Garry Moore 
Lever Bros JWT 



Fttgldalre 
Gen Motors 
Kudner 
NT L 

Arthur Godfrey 
Easyw usher 
BBDO 

SLmoniae 
SSCB 

4UVar L 

(see mon) 



Olni Oeai 

Seheel 

(See Mon) 
Var I, 



Bandstand 

simul 
91NY m-f 74L 
partic 



No netwo 
progrtmli 
m-f 



dtrey (cont'd) 
Sristol-Myers 
Y&R m&w 

11-11:30 



irlke It Rleh 
>lgste: tthpst; 
'1. super suds, 
■Imolive. fab, 

ajax 
NT I 

■a-r 

hy $15,000 

[ Valiant Lady 
Hand Brands 
tes 

NT m L 
$10.000 

Love of Life 
mer Home Pr 
TNT m-f L 
d Bates $10,000 
arch for Tom'w 
P*Q: JoyT 
NT m r I 
irnett $10,000 
[ uldlng Light 
HI . Ivory. »ln/.T 
NY m f 
mpton- $10,000 

News 
1-1:18 

m-f 
Sust 

r l&f 



Stand Up & 
Be Counted 
Sust 



As the World 

Turns 
P&G: prell. 

Ivory snow 
ONT m-f 104L 
IB $15,000 



jr Miss Brtoks 
y F 
sust 



lit Llnkietter 
j Lever : surf 
Hy m.w.f L 

BD0 

Campbell 
irnett 



%hr $4000 

Bit fayen 

collate: tab. 
niorophyil nn 
at, casnmr hqt 
INT m-w,f L 

f Sim fn.thl 
sty % hr $6,000 



Bob Crosby 

irown & Wmson 
a tes alt s ust 

sust 

> L, 
Vi hr $3,150 



Brighter u*j 

P*G 

15NT in-f I 
r &R $10,000 

he Secret Siorm 
,ni Home Frods' 
19NT m-f L 
ed Bates $9,500 



Edge of 
Night 

'AG. uue, prcil 
29NT m-f 122L 
l&B $15,000 



Ne network 
programlns 
P»-f 



che: 
Sun 



Home 
m-' 11 12 
Remote cut-ins 
91Var L&F 
(Women a servitc 
program. For 
partlc sponBorB. 
there are eighi 
1-min commer 
ctels an hour 
available 
wb $25,000 



Tie Tae 
Dough 

NT m-f L. 
sust 



It Could Be You 
Hy m-f L 



No network 
programing 
m-f 



Godfrey (cont'dl 
Kellogg Burnett 
t&th 



No network 
programing 

m-f 



Parties 



Vi hr $3,000 



Ne network 
Programing 
m-f 



No network 
programing 
m-f 



Tennessee Ernie 
Ferd Show 

P&G B&B 

Swift Mc-E 
Hy m-f T, 
Vi hr $3,500 



No uetworl 
programing 
m-f 



Pillsbiiry Mills 

m-th 
Burnett 



Strike It Rlsh 

Colgate 
m-f (see mon) 
Est* 



Valiant Lady 

Wesson Oil 
NY L 
Fitzgerald 

Love ei Life 
Amer Home Pr 
m-f <»ee moo) 

red Bates 

«»«reh for Tem'w 
Burnett 

f&O: loyt 
m f («ee mon) 

Guiding Light 
I'AtG: ivory, dual 
oi f (tee itiotii 

Cometee 

sust 
News 
1-1:10 
NY L&F 

Stand Up & 
Be Counted 
NY L 
sust 



No network 
orogrsrplne 
m t 



NBC's Matinee 

Theatre 
"artte sponsors 
HY I 

Color 

$30,000 wk 



As the World 

Turns 
P&G: prell. 
ivory snow 
m-r (see mon) 
B&B 



Our Miss Brooks 
Hy F 



Art Llnkietter 
Keil' ZK all pr 

52Hy L 
tu.th 

Burn ett 

'•iiuhiiry Mill* 
Burnett 



8I| Payor) 

NT L 
sust 



Afternoon Beb Crosby 

Film Festival 

Carnation 
partle E Wasey 

NY F Wesson 

Fitzgerald 

Dem Committee 

4:55-5 

10/2 

NCK 



10/16 
10/30 



Hy L 

Best Foods 
DFS 



Queen For A 
Day 

Hy parties L 
4-4:45 pm 
'A hr $3,000 



Modern Romances 

NY sust L 
4:45-5 



Comedy Time 
NY F 
sust 



No net 
programing 



Afternoon 
Film Festival 

partle 
3-5 pm 



Mickey Meuse 
Club 

m-f 
alt wks 
Welch Grape Je 
DCSS 5 15-5:30 

Armour 
Laird ft'.W i 4.t 

Carnation 
Erwln Wasey 

5:45-0 
Chi F 
& co-op 5-5:15 
per 'A hr 
$5,040 to $6,300 



Brighter Day 

t*A<i 

m-f (see mon I 
t»K 

The Secret Storm 
Amer Home Prs 
(see Mon) m-f 
Ted Bates 

Edge of 
Night 

!**<; ,.,!<■ pr»n 
m-f 

(see Mon) 



No eeiwort 
programing 
m t 



Heme 

ro-f 11-12 
Remote cut-ins 
91var L&F 



No network 
programing 
m t 



NY 



Tie Tae 
Dough 

m-f L 



It Could Be You 
Hy L 
Parties 



No network 
programing 
m-f 



No network 
programing 
m-r 



No network 
programing 



m-f 

No network 
programing 



Tennessee Ernie 
Ford Show 

P&G B&B 

Stand Brands 
Bates m-f 
Hy L 



No network 
programing 
m-f 



Godfrey (cont'd) 
Bristol Meyers 

11-11:30 
Y&R 



itrlke It Rlsh 

Colgate 
m-f 
(see men) 

Esty 

Valiant Lad* 
General Mlllt 

w. 



NBC's Matinee 

Theatre 
partis sponsors 
HY L 

Color 



partie 



DFS. K-R 



Love of Life 
Amer Home Pr 
m-r (see mon) 

Ted Bates 

Search f*r Tom'w 
P&G: loyt 
m-r (see moo) 
Burnett 

Guiding Light 
P&O : ivory, dull 
m-r (see mon) 
Cempio' 

News 
1-1:10 
NT sust L&F 



Stand Up & 
Be Counted 

NY L 
sust 

~~Aslhe World 
Turns 
P&G: prell. 
ivory snow 
m-r (see mon) 

B&B 



Our Miss Brooks 

fly F 
sust 



Art Llnkietter 
Lever: sur: 
m.w.r 
BBDO 



Afternoon 
Film Festival 



Simonlz 
Hy 



T-Laird 
I, 



Blf Payer! 

Colgate 
m.w.r 
(see mom 
Esty Vi hr $6,000 

NY L 

Bob Crosby 
Gerber 
D'Arey 



NY 



Queen For A 
Day 

Hy parties L> 
4-4:45 pm 



Modern Romances 

Alberto Culver 
Wade alt sust 
Vi hr $2,700 
-" NY L 



Comedy Time 
NY F 
sust 



Afternoon 
Film Festival 

3-5 pm 
partle 



Dem Committee 

4:55-5 
10/10 & 10/21 
NCK 



Genersl Mills 
w.r 

44Hy 1 
Knox- 
Reeves 



Brighter Day 

PAG 
m-r (see mon) 
NY L. Y& R 
The Secret Storm 
Am Home Prodi : 
m-f (see mon) 
Ted Bates 

Edge of 
Night 

P&G: tide, prell 
m-f 
(See Mon) 
Benten & Bewlst 



No net 
programing 



Mlskey Mouse 
Club 
m-f 

co-op 5-5:15 
Gen'l Mills 

w-r 

5:15-5:30 

5:45-6 
Knoi Reeves, 
Esty 

Mattel 

Carson!- Roberta 
SOS alt 
McC-E 5:30-5:45 
Chi F 

Per >A hr 
$5,040 to $6,300 



No network 
progrsmlni 
m-f 



Heme 

iu f 11-12 
91Var L&F 

Remote cut-ins 



,o net. 
programli 
m-f 



Tie Tas 
Dough 



NT 



li Could Be You 
m-r 

Hy L 
parties 



No netw 
program! 

m-r 



No network 
programing 
m-f 



No netw 
program) 
m-r 



No netw 
program 
m f 



No network 
programing 

m-r 



Tennessee Ernie 

Ford Show 
P&G B&B 

Minute Maid 
Bates alt 
Brown & Wmsn 
Seeds 

Hy L 



Arternc 
Film Fei 
parti' 

NBC's Mallnee NY 

Theatre 
partlc sponsors 
NV L 

Color 



Queen For A 
Day 

^ ,, L AMern. 
5"" c ,* Film Fe 

*- iA5 3-5 p 

parti 



Modern Romances 

Sterling Drug 
DFS Vt hr $2,700 
L 



Dem Com 
•I :5V 
10 'I & 1 
NCK 



NY 



Comedy Time 
XT F 
sust 



No ncl 
programing 



Mlekev 

Club 

co-op r> 
('., i, oell 

\ r V30. 

Hi i«tol-J 
"k* 5 :! 
i *>i 

«<" i/ 4 hr 

$5,040 to 



RAMS 



Daytime 



OCTOBER 1956 



THURSDAY 



Garry Moore 
suit 

Tonl 
North 

55-75NY I 



Arthur Godfriy 
Seheldeler A 
Berk 

Manhattan Soap 

Amer Home 
I 'rod 
Ted Bate* 
(ire moo) 

Godfrey (cont'd) 

Kellogg 
Burnett TATh 



PUIibury UUIt 





40Var L 




almul V, hr 13995 




Strlkt It Rlsh 




Colgate 




m-t <im moo) 




frty 




Vallaat Lady 



NT 



Tool Co 
North 



Love of Ufa 

Amer Home PI 

m - f (toe moo) 

Ted Bate a 

ftearth tor Teca » 
PAO: Jojt 

m-f (■« mon) 
Burnett 

Guldlog Lloht 
PAO: tTory. duat 

m-t de* moal 
Ornate* 

Newi 

1-1:10 
NY lUit 1-AF 

Stand Up & 
Be Counted 
NY L 
•uit 

As The Woild 

Turni 
PAO: prell. 
Irorj enow 
m-f <a« moo) 

BIB 



Dur MUs Brooks 
Jly 

■ust 



Art Linkletler 
Keilona ail pr 
Villi L 
Burn ett tu.lh 

I'tluniiry MMIi 
Burnelt 

Vi hr $4,000 



HI I rayatl 

Pi I m-f 
■ui lu.lb 



Bob Crotby 

Ton I Co 
N orth 

PAO Compton 
7 ully L 



FRIDAY 



Dial Dana liheol 

Miles Laba 
G. Wade 

Var L 
hi hr $1600 



Bandstand 
■ lmul 
91Hy m-f 7-1L 
parties 



H erne 
m-f 11-12 
SIVar LAF 
Remote cut- Ins 



No network 
programing 
m-f 



No network 
programing 
m-t 



Tie Tat 
Dough 
aust 

NT m-l L 



It Could Be Yeu 
Uy L 
parties 



No network 
programing 

m-f 



No network 
programing 

m-f 



No network 
programing 

m-f 



No network 
programing 
m-f 



Tennessee Ernie 

Ford Show No network 

m .f programing 

PAO BAB 

Miles G. Wade 



m f 



Garry Moore 

Swift 
Me E 



Lerer Bros JWT 

CBS Hytron 
BAN alt wks 
aust 

Ocn M Ilia BBDD 

56-83NY L, 



Garry Moora 

(cont'd) 
Yardley of Lodn 
Ayer 

Staley 
R& R alt wks 
SOS MC-E 

Strike It Rlih 
Colgate 
m-f 
(•ee mon) 
fit! 



Vallaat Lady 
General Mills 
w. f 
DF8. K-R 

Lovi of Life 
Amer Home Pr 
(m-f (tee mon) 

Ted Bates 

8earen tor Tem'w 
PAO: Joyt 
m-f (see mon' 

Burnett 

buidlng Llgm 
PAO: Irory. durt 

m-f (see mon) 
Cemptaa 

News 
1-1 :10 
NY sust LAF 

Stand Up A 
Be Counted 



NY 



•ust 



As the World 

Turns 
PAO: prell, 
lrory mow 
(tee monl 

B&B 



Dur Miss Brooks 
Hy F 
suit 



Art Llnkletter 

Lexer, turf 
BBDO ni.w.f 

~ Swift 
Mc-E 

muj l. 

i^nr |400i 



NBC'l Matinee 

Theatre 
partlt iponiort 

HY ti 

Color 



61a PayaR 

Milaaio 
m.w.f 
lie* mon) 

Esly 'i hr $6,000 

• Nl alt Hazel Bishop 

Speetor 

Oenenl Mill, 
1 T 1 1 V 1. 
Knox- wAf K hr 
Knox- Reeses 



SATURDAY 



Oieo Dang School 

(See Mon) 

V»r L 



Bandstand 
slmul 
91NT m-f 741. 
partlc 



No network, 
programing 



Heme 
f 11-1* 
91Var LAF 
w>wm mon A tu> 



Remote cut-ins 



Kiddie Specs. 

lUvti only 
Red Gouse 
D'Arey 

NY 



Tie Tae 
Dough 
NY m-f 
aust 



it Could Be You 
Hy L 
Brown & 
Williamson 
Seeds 



Kiddie Specs. 
(Cont'd) 

No Network 
Programing 



No netwoik 
programing 
m-f 



No network 
programing 
m-f 



Tennessee Ernie 

Ford Show 
PAG BA B 

Brown A Wmsn 
Seeds 

alt 

Stand Brands 
Bales 



NBC'i Matinee 

Theatro 
part la apontort 
Mi L 

Color 



No network 
nrngrtmlns 



CapL Kangaroo 

NY parties L 
5 mln $415 



Mighty Mouse 

Playhouse 
General Foodj 
YAR 

alt wka 
• uil 

$20,000 



Wlnkly Dink 
and You 
NY suit L 



Tale* — 
Texas Kangors) 
Uenerai atlUi 
latnam- 

Laird $18,000 
alt 

Curtis. Candy 
C. L. Miliar 
11T ' 



The Big Taa 

National Pilry 
Prodi: leiltnt 

Ire rreim. seal- 
trit dairy prodi 
•OPhlli I, 



Ayer $16,000 



Laa» Raagae 

Genrril Mills 
whesttea klr 

Hy F 
alt 
Nestle 
B Houiton 
DFS $18,000 



No network 
programing 



No network 
programing 



Football 
Scoreboard 

2- 5 pm 
sust 



Football 
Scoreboard 

(Ont'd) 



No network 
programing 



Howdy Doody 
Continental 
Bklng 
Bate! alt lust 
NY $24,000 L 



NY 



Married 
Joan 



Fury 

General Kdi 
NY F 
B&B $33,000 



Uoele Johnny 
Coons Show 

Swift Me-E 

alt lust $2.3SO 

CM L 



Cowboy 
Theatro 
lult 

NY LAF 



Football Preview 
1-1:15 appro* 
Allsttte 
Christian son 
Var L 

1 15-5:15 approl 
NCAA Football 

Bristol Myers 
YAR 

V S. Rubber 
F. D. Rlehards 

Sunbeam 
Perrln Paus 
Zenith BBDO 
$1''} million 
for all 
Var L 

io g & io 



■nlttrr 



Brlghtsr Day 

PAO 
m-f dee mon) 

YAR 

fhl 8«nt Storm 
Amer Home Prt 
m f (tee mon) 
Ted Dllel 

Cdgi of 

Night 
PAO Iwr. prell 
rat 

Stat"* A Bowles 

(Hre Monl 



Queen For A 
Day 

Tly partlc* L 
4 4:45 



Modern Romnneel 
NY «'ist L 

4 15 5 



Brighter Day 
PAO 
m-t (tee mon) 
Y A R 

The Seertt Storm 
Afternoon Am Home Prodi: 
Film Fettlval m-f (ie* mnn) 
3 5 pm Blow I 



Dem Committee 
4 5 

in'i2 A io/M 

NCK 



Edge of 
Night 
PAO: line, prell 
m f 

BAB (See Mont 



Queen For A 
Day 

llv partlrs L 
4 4:15 



MftHern Remanrel 

Sterling I>'*ie 
DFS hr $2,700 



No nel**"*k 
o'-crtmlnc 



Football 
Scoreboard 

(Cimt'il) 



• I*, 
itoupa 

5 45-« 
I yon 

10- 5 45 

r 

$S,300 



No network 
a>r»f riming 



Comedy Time 

NY 

tint 



No rvt 
programing 



Mltkty Monte 
Club 
lettuce lne 

J. Oohan 
alt nki with 
Morton Hilt 
NLAD 

llm'l Mills 

u- r 

3 15 5 30. 5 45 4 
Knox Reeves 
A City 

m <n> j » IT. 

ciii r 

rr '» hr 

15.040 la 10.300 



No network 
programing 



Comedy Time 

NY nut 1 



No rwt 
programing 



No network 
programlra 



No network 
programing 



Football 
Scflreboanl 
|., M Me M.JAA 
1 "i r. , 0 approl 
N Y ni'l 1 

$5.«J 

Mr Wizard 
tust 

NY M 




YOU MIGHT GET A 

BUT. 

THE MARCH ARB REPORT CREDITS WKZO-TV WITH 
ALL 20 OF THE "TOP 20" PROGRAMS! 



AMERICAN RESEARCH BUREAU 
March, 1956 Report 
GRAND RAPIDS-KALAMAZOO 




Number of Quarter Hours 
With Higher Ratings 


MONDAY THRU FRIDAY 
8:00 a.m. to 6:00 p.m. 
6:00 p.m. to 1 1 :00 p.m. 


WKZO-TV 

136 
87 


Station B 
61 
13 


SATURDAY & SUNDAY 
10:00 a.m. to 1 1 :00 p.m. 


72 


32 



NOTE: Survey based on sampling in the following pro- 
portions — Grand Rapids (44.7%), Kalamazoo 
(19.7%), Battle Creek (18.2%), Muskegon- 
Muskegon Heights (17.4%). 

'/ 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 




U 1 



63 -LB. LAKE TROUT* ~ 

, . . YOU NEED WKZO-TV 
TO LAND SALES 
IN WESTERN MICHIGAN! 

March, 1956 ARB figures (left) show that WKZO-TV is the 
favorite television station in Battle Creek and Muskegon, as 
ivell as in Kalamazoo and Grand Rapids! It's the favorite 
by better than 2-to-l for the week as a whole — by better 
than 6-to-l at night! 

WKZO-TV is the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids and Greater Western Michigan. 
Channel 3 — 100,000 watts. Serves one of America's top-20 
TV markets — 599,060 television families in 29 Western 
Michigan and Northern Indiana counties! 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

WZ0TV 

Kalamazoo - Crand Rapids and Greater Western Michigan 

Avery- Knodel, Inc., Exclusive National Representatives 



Mr ♦ » 

^ m 



'Hubert Hammers caught one this size, in Lake Superior in May, 1932. 



SPOT EASY TO BUY 

[Continued from page 84) 

the most economic and efficient buyer 
of time." one major agency timebiner 
told SPONSOR. ' It's vitally important 
to the reps, in this instance, to support 
the agencies and thereby protect them- 
selves. The station that's too free with 
its local rate, after all, bypasses its 
national representatives. And in the 
long run. the stations are hurting their 
own business by doing it." 

Most bu\ers interviewed by SPONSOR 
indicated that this problem has been a 



growing one. The increase of local 
dealer advertising through dealer as- 
sociations and with financial help from 
either dealer associations or the manu- 
facturer has brought this problem to 
the fore. 

'"It's a problem that no individual 
agency or rep salesman can solve, ' 
says Donahue & Coe's Evelyn Jones. 
"Most of the media people I've talked 
to feel there are only two realistic lines 
of action. One is for the heads of the 
rep organizations to keep their stations 
in line and set up uniform standards 
for local rates among them. But an 




. A prM ^ 
llllllllllUTIIINII 

Madison's Dominant Station 

joins 

A%$m& (pi-fed-f QkmkjQ Me-f(Mfc 

Effective Sept. 29, WKOW-TV, southern 
Wisconsin's first television station, be- 
comes a primary interconnected affiliate 
of the American Broadcasting Company, 
the fastest growing network in the nation. 
An outstanding line-up of network shows, 
the proved quality of local originations, 
the loyal audience, the fabulous low cost 
per thousand . . . all yours on WKOW- 
TV, channel 27 in Madi- 
son, Wisconsin. 




even better step would he for industry 
associations, either the NARTB or the 
SRA to take steps in setting up stand- 
ards.' ! 

The rep organizations are as aware 
as the agency mediamcn of the prob- 
lems presented by infringements on the 
local rate. In fact, a number of major 
reps mentioned this defining of the 
local rate as the most frequently dis- 
cussed subject between them and sta- 
tion management. 

"But it isn't that easy for us to 
solve it as individual reps," the tv sales 
manager of a major station rep told 
SPONSOR. "Suppose I tell our station 
in Wisconsin that a store in the na- 
tional chain of stores that's getting a 
local rate from him is paying the na- 
tional rate down in Baltimore. He tells 
me that he knows it, but the other sta- 
tions in his market are willing to go 
for the local rate, so he feels he's got 
to too, for competitive reasons, or lose 
the business." 

The management of many rep or- 
ganizations agree with timebuyers that 
here is a problem that needs industry- 
wide attention. Standardization of 
local rate qualifications would also 
serve to assure the national advertiser 
that his competitor isn't getting a bet- 
ter break in any market than he is. 

8. Billing and contract muddles: 

Standardization has made considerable 
headway in clearing up contract prob- 
lems. However, not every station nor 
every agency actually abides by the 
latest 4 As standard contract that's in 
use this year. Many agencies make 
their own amendments to the contract 
and several stations prefer their own 
forms. 

"This means that the timebuyer has 
to be something of a 'legal eagle' too," 
one buyer said. "Every so often a sta- 
tion sneaks in a clause making the ad- 
vertiser responsible for loss of prop- 
ertv. for example, which is something 
that we, as an agency can't sign." 

Frequently, contracts aren't sent 
along or signed until a particular cam- 
paign is on the air anyhow, since the 
radio-tv business is in large measure 
conducted verbally because of the need 
to do things fast. Therefore, some of 
the trouble clauses that worry bmers 
generally don't applv unless an actual 
crisis develops. 

The 4A"s contract, for example, has 
a clause in it which sa\s that a station 
assumes no responsibility for the loss 
of a kine or other program or an- 
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from SPONSOR 

SERVICES 



INC 




1 ALL-MEDIA EVALUATION STUDY $4 

155 Pages 

This book gives you the main advantages and 
drawbacks of all major media . . . tips on when 
to use each medium . . . yardstieks for ehoosing 
the best possible medium for eaeh produet . . . how 
top advertisers and ageneies use and test media 
. . . plus hundreds of other media plans, sugges- 
tions, formulas you ean put to profitable use. 



2 TV DICTIONARY/HANDBOOK $2 

48 Pages 

The new edition eontains 2200 definitions of 
television terms . . . 1000 more than previous 
edition. Compiled by Herbert True of Notre 
Dame in conjunction with 37 other tv experts, 
TV DICTIONARY/HANDBOOK also eontains 
a separate seetion dealing with painting tech- 
niques, artwork, tv moving displays, slides, ete. 



3 TIMEBUYING BASICS 

144 Pages 



$2 



The only book of its kind — the most expert 
route to radio and television timebuying. A 
group of men and women who represent the most 
authoritative thinking in the field talk with 
eomplete eandor about tv and radio and the 
opportunities these media offer. 




14 VOLUME FOR YEAR 1955 



$15 



Every information-paeked issue of sponsor for 
1D.)5, bound in sturdy leatherette. Indexed for 
quick reference, bound volumes provide you with 
a permanent and useful guide. 



15 BINDERS 



1_$4 2— $7 



Handy binders provide the best way to keep your 
file of sponsor intact and ready to use at all 
times. Made of hard-wearing leatherette, im- 
printed in gold, they'll make a handsome addi- 
tion to your personal referenee "library." 



15 SERVICES TO HELP YOU 
MAKE THE MOST OF YOUR 
RADIO AND TELEVISION 
OPPORTUNITIES 

REPRINTS 



4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET 15c 

Ward Dorrell, of John Blair (station reps), 
shows researchers can be as far as 200% apart in 
local ratings. 



5 TELEVISION BASICS 

24 Pages 

6 RADIO BASICS 

24 Pages 

7 FILM BASICS 

12 Pages 



35c 
35c 
25c 



8 PROCTER AND GAMBLE STORY 25c 

20 Pages 

9 ADVERTISING AGENCY IN TRANSITION 25c 

16 Pages 

10 92 WAYS TV MOVES MERCHANDISE 25c 

16 Pages 



11 TIPS ON TV COMMERCIALS 

6 Pages 



25c 



12 NEGRO RADIO HAS COME OF AGE 25c 

16 Pages 

13 WHY 5 NATIONAL ADVERTISERS BOUGHT 
SPOT RADIO 25c 

6 Pages 

MPIIIIW l iir"ll l "^T1f order form r:\~~ — r" ":. , 

SPONSOR SERVICES 
40 East 49th St., New York 17, N. Y. 

Please send me the SPONSOR SERVICES encircled by number 
H below: 

I 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

II 

H Name . 

Kg 

P Firm ... 

II Address 

M City Zone State 

§ fj Enclosed is my payment of $ 

Quantity Prices Upon Request 
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nouncement property to he furnished 
hv the agenev. W hile several buyers 
interviewed objected to this clause, 
the) added that it had not caused any 
problem for them to date, since sta- 
tions had heen careful with the prints 
shipped to them. 

A problem that's more time consum- 
ing that the perusal of contracts is that 
of billing. Centralized billing S) stems 
have come up in industry groups and 
among the trade associations, and at- 
tempts to set up such systems ha\e 
been made in the past. But to date, 
billing and pa\ ing in spot radio and tv 



both is still a trouble area. An even- 
tual solution mentioned by SRA's Lar- 
rv Webb would be a central non-profit 
organization that would eliminate an 
agency having to pay some 3.000 ra- 
dio stations on an individual basis. 

"Such a centralized system, probably 
through use of IBM machines, would 
eliminate errors,'' says Webb. ''Sueh 
errors as result necessarily from inter- 
ruptions of schedules and make-goods 
sometimes delay payment by two or 
three months. But that's a long-range 
thought which we haven't really ex- 
plored yet." * * * 



CONVENTIONS 

(Continued from page 38) 

columnists in the New York area 
opened a barrage of heckling at the 
networks. Several of them inferred 
that the viewing results were, in ac- 
tuality, so bad that the networks were 
loath to let the ratings services under 
assignment to them release the figures. 
Into this ''vacuum"' rushed Sindlinger 
& Co. with a release which said that 
of the 63 million viewers who regularly 
look at tv in the summer only 33 
million watched the conventions. Sind- 
linger, who is primarily active in film 
business research, further revealed that 
90,750,000 people may at some time 
have looked at the Democratic show 
but that only two-thirds of these 
watched at a gi\en time. For the Re- 
publican pow-wow's five days, Sind- 
linger s accumulative audience count 
dropped to 57 million and noted that 
an average of only 27% of the 39 mil- 
lion sets were turned in. 

Two days after Sindlinger's release 
made headlines, Trendex, with ISBC's 
approval, disclosed its own figures. 
It had found that 45% of all sets 
were tuned in during the two conven- 
tion weeks, as against 43.5% for the 
week prior to the conventions. Also 
that the 45% represented a higher 
sets-in-use average than prevailed for 
the 1952 conventions. 

Last to expose its figures on conven- 
tion viewing was ARB. According to 
ARB's diary sampling method — in 
contrast witch Trendex's phone calls 
— an accumulative audience of 93,831,- 
000. or 84% of all tv homes., had 
visited, via screen, the Democratic con- 
vention up to the moment it began its 
balloting. 

A sample of comment by agency re- 
search people contacted by sponsor: 
"Figures like those at hand from 
Sindlinger, Trendex and ARB may be 
correct according to each one's 
method, but the) can at the same time 
be might) confusing if you're inter- 
ested in a generally acceptable meas- 
urement of the conventions' audience. 
It might also be noted that the 45% 
figure of Trendex's is subject to at 
least a 4% margin of error either way. 
Under these circumstances the 1956 
audience for the conventions might 
have been less than existed for the 
proceeding week." 

Observed the IFall Street Journal: 
" The question of how many sets were 
turned on during the political conven- 
tion goes much deeper than the hcad- 
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SPONSOR 

GOES 

WEEKLY 

27 OCTOBER 
WITH A 
FOUR-POINT 
EDITORIAL 
PROMISE 



1. essential reading 

2. useful reading 

3, fast reading 

4, easy reading 

A complete weekly wrap-up 

in depth for very busy executives. 
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What better, way to demonstrate the 

"personal touch" and "friendliness" of a 

j j v. > 

■•bank, than" with a man whose very nature 
personifies these qualities! Such a man is 
Warren Culbertson — Channel 8's ace 
meteorologist and goodwill ambassador for 
the First National Bank in Dallas. As one 
bank official puts it . . . "Warren's daily 
weathercasts and informal commercials 
have provided a stimulus to our advertis- 
ing program far surpassing our own 
expectations." More proof that . . . 



ADVERTISERS GET 
BIG-TIME RESULTS 

with WFAA-TV! 



WFAATV 

Channel 8 — Dallas 

NBC-ABC 

Covering 564,080 TV Homes 
The Great North Texas Market 




1 "J 




» 


I s 


the way 
of the 
HEATHER 

UTKNU MM 

i fll 



Warren Culbertson — Winner of TV Pre- 
view 1956 "Personality Award". 



This pocket-size booklet "The Way of 
the Weather", edited by Warren Cul- 
bertson, has been requested by nearly 
25,000 persons. And the only place it 
is available is at the information desk 
of the First National Bank in Dallas. 



If you are looking for big-time results . . . 
Call your PETRYMAN for availabilities, market data, and complete coverage information 
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lined difference in the finding of two 
survey firms. . . Such a conflict raises 
doubt about many market tests cover- 
ing consumer products, magazine 
readership as well as size of tv audi- 
ences . . . W hen they (surveys) arc as 
far apart as these two studies, market 
testing gets a blaek eve.'' 

The sponsor has doubts; An official 
of Philco told sponsor the company 
had any thing hut regrets for its spon- 
sorship of ABC s coverage of the con- 
vention. It however, had qualms about 
the viewing mass' enthusiasm for 
blanket cov erage. This Philco executive 
said he personally was convinced that 
blanket sponsorship of blanket cover- 
age was a thing of the past and that the 
mode four years hence will he to buy 
selected portions of the convention 
proceedings. He deemed it wiser for 
the networks and political parties to 
get together a year or two before the 
event on the periods each network or 
all networks would telecast. The net- 
works could then put together their 
schedule of pickups from the conven- 
tion and submit this agenda to adver- 
tisers for participation. 

\11 companies that underwrote this 



yeai"> conventions seemed critical of 
the bad press on the size of the tv 
audience. They thought the comments 
"largely gratuitous and not based on a 
full knowledge of the facts.'' (Added 
1 cflections from advertisers who shared 
the expense of convention coverage arc 
contained in a panel on page 3". ) 

Wherefore in I960? The assortment 
of opinions that SPONSOR gathered on 
the handling of these conventions four 
years hence had one thing in common: 
INobody queried took the position that 
you can't argue a politician out of 
sticking to tradition — especially, when 
he realizes that the voter is no longer 
interested in watching every minute of 
moss-ridden ritual. Here's a set of 
comments culled from agency sources: 
An account executive currently on 
one of the Presidential campaigns: 
"Xobody'U deny r that the proceedings 
at San Francisco were dull except for 
a few episodes. Before I speculate 
about 1960, let me give you some 
background about what happened 
before the 1956 Republican conven- 
tion. When the networks met with the 
Republicans to discuss the site of the 
1956 convention, the networks pro- 



tested strenuously they didn't have the 
facilities or personnel to cover the 
shows from two cities. The politicos 
took this with a grain of salt and it 
turned out that the networks did have 
the facilities and the personnel. 

"What I think will have to be done 
the next time around is this: the net- 
works, acting two y ears in advance of 
the convention dates, should confront 
the spokesmen for both parties with 
documented figures showing that 
blanket coverage has become old-hat 
and suggesting that network coverage 
be pooled with each network allowed 
to pick whatever hours are desired. I 
don't think the network will again 
carry full sessions — sponsored or un- 
sponsored. On the other hand, I can't 
imagine how they can tactfully avoid 
carrying a convention speech of some 
powerful political! who happens at the 
moment to be chairman of a commit- 
tee that sits in judgment on communi- 
cations legislature or one of many 
other things that can affect network 
business." 

An agency official who's also at 
present knee-deep in a Presidential 
campaign account said: "I'm wonder- 
ing whether the mass of tv viewers 




One reason is because Toledo's the home 
of Willys Motors. What is Willys Motors, 
you ask? Manufacturers of the world 
famous Willys Jeep, renowned for its 
exploits in peace and war, a modern 
workhorse for farm and industry. 

To sell your product in this rich Toledo 
market, you need a modern salesman 
who will work for you. Your answer is 
WSPD-TV, with maximum 316,000 watt 
power, for the only complete saturation 
of Northwestern Ohio's 23 county billion 
dollar market. Call Katz! 



S T O R E R 



STATION 



WSPD-TV 



L E D O 



H I O 
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WHEN YOU BUY ATLANTA... BUY (TOgaSv 
AND GET YOUR SHARE OF EXTRA DRESSING! 



Dressed dogs (red hots with chili) are big sellers in Atlanta, 



using WAGA-TV, which gives you greater coverage with its 
taller tower and maximum power. You reach 17 to 22% more 
people with 14 to 16% more spendable income than stations f^Z 
"A" or "B" can offer. And you get more viewers as ARB and 
Pulse consistently prove. 



TOP DOG k IN THE NATION'S 21st MARKET 




Represented Notianally by 
THE KATZ AGENCY, Inc. 




waoa-tv 




CBS-TV in Atlanta 



STORER BROADCASTING COMPANY SALES OFFICES 



NEW YORK— 118 E. 57th St.— TOM HARKER, Vice President and National Sales Director • BOB WOOD, National Sales Monoger 

CHICAGO— 230 N. Michigan Ave. • SAN FRANCISCO-1 1 1 Sutter St. 
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objected as much to dullness as to the 
fact they were shut off from their 
favorite programs. 1 just can t see the 
American people rejecting in toto the 
play-by-play version of a national 
political contention. Its the biggest 
event of our political life, and 1 doubt 
whether we've seen the end of blanket 
coverage of these gatherings. Put 
yourself in the place of a politician- 
delegate, lies travelled hundreds, if 
not thousands of miles, for this quad- 
rennial pow-wow. Television and radio 
have become an integral part of the 
show, lie s going to demand— through 



the proper Washington channels and 
pressure — that it stay so." 

A marketing expert: "1 never did 
think it a good practice for the three 
tv networks to blanket the air with any- 
single broadcast — unless it involves a 
national emergency. There are only 
seven markets with more than three 
stations. The vast majority have but 
two. J don't see how these sponsored 
three-network tie-ups are grounded in 
good economies for the participating 
advertisers. When you fractionalize 
the audience to the extent it was dur- 
ing the conventions it's doubtful 



Nothing Else Like It In Louisville! 



DIAL 970 
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WAVE'S 
MONITOR FORMAT! 



CAROUSEL 

(11 a. m.— 1:30 p. m.) 

Carousel is DIAL 970\s mid-day 
feature, brightening the morning 
and iiooniiiue hours for thousands 
of busy home-makers in the grow- 
ing Louisville area. 

Carousel features 2'-» hours of 
music and facts and includes two 



newscasts, a report by the I Hi- / 
versilv of Kentucky Home Demon- u 



stratum Agent on best .shopping 
biiis, a bought For Today" — 
shori, inspirational message* by 
local ministers — plus daily brass 
ring coulesi, biographical sketches 
of greal Viiierirau women and club 
news, interviews and book reviews. 




DIAL 970- 
WAVE'S DYNAMIC NEW RADIO SERVICE 
FOR A DYNAMIC NEW LOUISVILLE! 

WAVE 

5000 WATTS • NBC AFFILIATE 



l N, fcl stno'r svi.kss 

Lxdutivc Nilionjl He prricnutivn 



Other Coordinated DIAL 970 
Programs Complementing 
MONITOR 

WAKE UP WITH WAVE Brinps 
I .ouisvillians all they need to know to 
start the day. News every half hour. 
Time, weather, traffic, faun and 
school news. 

ROAD SHOW Riding with Louisvillians 
in their curs -getting them home relaxed 
ami informed. Music, news, weather and 
traffic reports, time, sports and humor. 

NIGHT BEAT The pulse of Louisville 
after dark. Direct local news. Direct 
local sports round up. Music and world 
news. Human-interest features. 



whether anybod) got a solid per- 1,000 
buy. 1 want to see advertisers continue 
to participate in coverage of outstand- 
ing public service events, hut it ought 
to be done with proper consideration 
of the viewer's wants and what's 
enough is enough." 

A veteran network director of 
public service events: "With all the 
talk of streamlining the Presidential 
conventions that'd been going on for 
two or three vears. we wind up with a 
lot of long, boring speeches. People 
talked about turning over the conven- 
tions to professional producers, intro- 
ducing hosts of show business person- 
alities and girlies and tailoring the 
speeches. The Republicans did all of 
this, and the result was still a con- 
trived and dull performance. Now 
you're told that the extravaganza 
directed by George Murphy was a flop 
and it didn't belong in a convention. 

"What was basically wrong? No 
controversy — not the blanketing of the 
air with the conventions. Every time 
\ou get a controversy you've got a 
show. If you're covering a big story — 
particularly in air media — you've got 
to report what's going on when it's 
going on. Summarizing it or picking 
it up in snatches takes off the glow of 
excitement. 

"It's difficult to predict how the 
conventions will be handled in 1960. 
It'll all depend on the news value of 
who's running. Tv and radio were 
trapped by circumstances this time. 

"As for the coming pattern of con- 
vention coverage sponsorship, all I 
know is we've got expensive installa- 
tions at convention sites; it costs 
around $2 million to cover a set of 
separated convention sites these days 
and that wc must sell a substantial 
block of time to cover part of the 
costs.'" 

Here's how most of the agency 
people sponsor contacted would like 
to see the President ial conventions 
handled in 1956: the networks pool 
their facilities and agree to carry these 
events collectiveh : Monday, the tem- 
porary chairman's address; Tuesday, 
the keynote address: Wednesday, ac- 
ceptance of the platform and extended 
coverage if there's a fight; Thursday, 
nominating speeches — limited to a 
couple — the roll call and balloting: 
and Friday, acceptance speeches only. 

Remarked a ejnic among the abov e 
Madison Avenuers: "That may be the 
ideal solution, but who ever heard of 
a politician trading an ideal for an 
adv antage?" * * * 
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mfmytv 

MAXIMUM POWER ON CHANNEL 2 
Greensboro, N. 




o o o 




Of increased sales and profits in the Prosperous Piedmont section of 

North Carolina and Virginia with WFMY-TV. No matter how you look at 
it — there's no station or group of stations that gives complete coverage 
of this fabulous market as does WFMY-TV 



50 prosperous counties • 2 million population 
$2.5 billion market • $1.9 billion retail sales 
Call your H-R-P man today. 



Greensboro 

Winston-Salem 



uif mij-tv 




WFMY-TV... Pied Piper of the Piedmont 



GREENSBORO. N. C. 

Rcprticnfcd by 
Harrington, Righter & Parsons, Inc. 

New York — Chicago — San Francisco — Atlanta 



Basic 




Since 1949 
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CODE Q 

#1 SYNDICATED 
SHOW IN 
LOS ANGELES 
16.9 RATING, 
25.1% AUDIENCE 
SHARE 



and in San Diego: 27.4 rating, 
47.8% audience share 

Highest rated in its time segment: 
Sacramento: 16.5 
Portland: 17.8 
Seattle-Tacoma: 22.7 
San Francisco: 12.3 

Several east coast and mid-west 
markets sold for fall start. 

Many good markets from coast to coast 
already bought. Yours still available? 

Rating source on request 
Write, wire, phone 

ABC FILM SYNDICATION, INC. 

10 East 44th Street 
New York City 
OXford 7-5880 




EASY CLAMUR 

{Continued from page 46) 

Clainur Products first major step to- 
wards expansion on a national level 
came just two years ago tins Novem- 
ber. At tliat time, a stock issue was 
sold o\er the eounler for about $300.- 
000. The purpose of the issue was 
mainlv to provide the compam with 
capital so that it could expand its ad- 
\ ertising. 

Following the stock issue, the first 
advertising embarked upon by Clamur 
was a spot tv campaign and co-op ad- 
vertising. The spot was purchased in 
the same markets that were later cov- 
ered in the spring campaign earlier 
this year. They included upstate New 
York. New York City. Chicago, Minne- 
apolis and St. Paul, Milwaukee and 
Madison. Spokane, Seattle and Port- 
land. 

Clamur joined the Kockinore Agen- 
cy in Januarv of this year and at the 
same time added Easv to its name. 
\s agencv v. p. and director of radio 
and tv. Charles Lew in explained to 
SPONSOR, Rockinores job was. of 
course, to create a campaign that 
would sell Easy Clainur. Hut. in sell- 
ing Easv, Clamur the agency had to 
shape a campaign that would pinpoint 
their client s product and avoid selling 
the competition's. Obviously the sinii- 
larilv in names shared by Easy Clamur 
and Clamorcne was an obstacle to be 
reckoned with. 

The solution to the problem came 
partially out of Lewin's thinking on 
space media which involved leaving 
plenl) of white space so that the ad- 
vertiser's message stood out immedi- 
ately for a (juick. emphatic impression, 
flow to transfer this concept of white 
space to radio was the riddle that the 
Kockinore copy staff set out to solve. 

\dapled to radio, white space 
turned out to be a calculated amount 
of "silent air." 

To recap the evolution of the Easy 
Chimin commercial, it s fust nccessan 
to take a backward step. 'I he initial 
impetus for the Easy Clamur radio 
commercial came from a recollection 
the Kockinore people had of Disnex s 
version of the Sorcerer s \pprcntice in 
fantasia in which a bewitched broom 
sweeps endlessh to the accompaniment 
of a repetitive strain of music, f rom 
this germ of an idea the Easv Clamur 
radio commercial was developed and 
later translated into a tv commercial. 

1 1 was decided that the Easv Clainur 
commercial should concentrate on two 



sales points: the name of the product, 
and the cost. A western-style singer, 
Ed McCurdy. was hired by Roekmore 
to perform the commercial. His only 
"Erics' consisted of repeating the 
name, "Easy Glannir," to his own 
guitar accompaniment. The white 
space or silent air came after he'd 
sung the product's name. Norman 
Prokenshire broke the silence with the 
spoken pitch for Easv Clamur in a 
controlled, low tone of voice. He em- 
phasized only the price at 9<ic\ 

1 he silence presented something of 
a problem because Kockinore was not 
sure just how much quiet the radio 
listener could take before turning to 
another station. The Roekmore people 
were by no means Irving to discourage 
listening, though. Their intention was 
to focus it. The idea was to emphasize 
name and price as though they were 
buying a full page ad in the Titties for 
a two-word message in 36 point type. 

Station managers weren't too recep- 
tive at first about the idea of a com- 
mercial that would momentarily give 
the impression that their transmitters 
had blown a fuse. The problem of the 
right amount of silent air was solved by 
experimenting with varying lapses of 
time. Each finished radio commercial, 
including the silent air. ran five or so 
seconds short of a full minute to allow 
local announcers to tell where Easv 
Clamur was available in their area. 

The first Easy Clamur campaign 
under the Roekmore wing commenced 
on 2 April of this vear and wound up 
the last week in June. As planned at 
the outset it was devoted entirely to 
radio and newspapers. "About mid- 
way through the first 13 weeks, how- 
ever,'' says Charles Eewin, "we found 
radio so much more effective than 
newspapers that we dropped a number 
of newspapers and expanded our radio 
coverage. \\ bile newspapers weren't 
eliminated, larger unit ads at less fre- 
quencv replaced the more frequent 
smaller unit ads. Some tv* announce- 
ments were used to make up for the 
visual impact lost when the newspapers 
were cut down. 

"'In New lurk we added a two week 
tv extension to the campaign using 
some live participations and a film we 
put together based on the jingle. ' 

Programs in which Easy Clamur 
participated in New York were Jinx's 
Diary. Richard 11 illis and Josie Mc- 
Cartliy on M5C. and The Ted Steele 
Show over WOK. 

The tv commercial ran for just 20 
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Buffalo's BEST 
Double Feature 



WG R -TV 

BUFFALO 



basic ABC 
National Representatives 

PETERS, GRIFFIN, WOODWARD, INC. 



KROD-TV 



YOU'LL SELL 
MORE ON 
CHANNEL 4 

in the El Paso 
Southwest ! 



KROD-TV dominates El Paso 
County* 

• KROD-TV is the only station 
to reach Alamogordo (set 
penetration 80%) and Sil- 
ver City (61). 

• 98% reported Excellent or 
good reception (or KROD- 
TV in Las Cruces (81.3 
penetration) while only 10% 
reported the same for sta- 
tion "B" 

•March 1956. Telepulse and Telepulse on 
«et mvneishlD. 



KROD-TV 

CHANNEL 4 

EL PASO texas 

CBS - ABC 



AFFILIATED with KROD-600 kc (5000w 
Owned & Operated by El Paso Times, Inc 



Rep. Nationally by the BRANHAM COMPANY 




seconds and contained basically the 
same message that the radio announce- 
ments did. Tlie difference was that 
where the radio commercial used silent 
air the tv commercial used illustrated 
silence. 

This fall the Hoekmore agency is 
guiding Easy Glamur along a some- 
what different tack than it did last 
spring. There will he a greater depth 
of radio saturation with as many as 
230 announcements a week in the \ew 
York market. Another 20 a week 
will he used on tv. In all markets 
covered by Easy Glamur. there will 
he a total of 1,500 spots a week at the 
peak of the campaign. All markets 
covered last spring will he used again 
this fall. 

The backbone of the Easy Glamur 
campaign is a saturation of the 
basic markets where the product is 
already distributed and designed to 
solidify and build them. Says Kas\ 
Glamur executive v. p. and account ex- 
ecutive, Leonard J. Shaub, "Our main 
job is to back up distribution with 
advertising. We want to convince the 
dealers that they are being supported 
by the company and we want to sell 
consumers. In that way we are also 
adding to the number of distributors. 
It has been a case of building consum- 
er demand and a trade awareness." 

Shaub pointed out that Rockmore's 
Easy Glamur campaign has been care- 
fully planned in specific markets where 
the product has gained a toehold or 
was well established. Furthermore the 
campaign has been limited to the 
traditional heavy housecleaning periods 
in the spring and fall. Easy Glamur 
officials feel it has been a good time 
for a nationally distributed rug and 
upholstery cleaner to become estab- 
lished because such home cleaning 
aids are a "burgeoning business." 

Ibis fall Easy Glaniur's ad budget 
topping $200,000 will be distributed 
among 35 radio stations and 15 tv 
stations in nine markets. Women's 
shows and music-and-news shows are 
the staples of the fall campaign, ex- 
plains Rockmore Timebuyer Al Ses- 
sions. Time has been consistently pur- 
chased between 8 a.m. and 5:30 p.m. 
Only occasionally was time bought as 
late as 6 p.m. G0 c c of the commer- 
cials A\ill run between eight in the 



morning an 



d 12 



noon. 



Now going into their second semes- 
ter with newly named EasA Glamur, 
Rockmore and client Glamur Products 
are hanging their dollars on one hope: 
"Easy will do it." * * * 




"SHEENA" 
FIRST WITH 
AUDIENCES 
IN 80% OF 
MARKETS 
RATED 



Highest in sales opportunities tor 
sponsors, the highest rated show in its 
time segment in most markets against 
local and network competition. 

Atlanta: 53.9% share of audience; 
Chattanooga: 63.5% share; 
Cleveland: 58.3% share; 
Columbus: 45.6%' share,- 
Los Angeles: 32.8% share; 
Memphis: 45.9% share; 
Phoenix: 36.7% share 
For rating and sales success stories on 
SHEENA, QUEEN OF THE JUNGLE, 

Source: ARB, June, 1956 

Write, wire, phone 

ABC FILM SYNDICATION, INC. 

10 East 44th Street 
New York City 
OXford 7-5880 
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IK A- 




THE SMART 
ADVERTISING 
MONEY 
IS ON 0 



Brewers: Liebmann, Miller, Stroh 

Coffee Roasters: Fleming, Dining Car 

Bakers: National Biscuit, 
Mrs. Smith's Pies 

Appliances: Crosley-Bendix 

Various: Lee Optical, Petri Wine, 
Gem Jewelry, Signal Oil, 
Top Value Stamps 

Hundreds of thousands of advertising 
dollars have been allocated for 
CODE 3 by some of the country's 
smartest, most successful advertisers! 

Many choice markets are already 
gone — others going fast! For 
big-time advertising results, put 
your advertising dollars on CODE 3. 

Write, wire, phone 

ABC FILM SYNDICATION, INC. 

10 East 44th Street, New York City 
OXford 7-5880 
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TV'S NEXT FIVE YEARS 

[Continued from page 33) 

know they are guessing. After all. no- 
body is going to throw a planner (or 
sponsor editor) in jail if he turns out 
to he wrong and. besides, the predic- 
tions for 1961 can he changed (and 
will be) year by year as new facts 
come to the fore. 

The simplest (and most common) 
method of projection is merely to ex- 
tend what has been happening in the 
past and then push the curve up or 
down a little based on a few expecta- 
tions that are not likely to be. argued 
with. This can be dangerously wrong, 
as witnefs what happened to the popu- 
lation predictions made during the 30's 
bv the top men in the field. However, 
the most fertile source of grist for the 
projection mill must be what hap- 
pened in the past and if that's what 
yon have to work with then that's what 
yon have to work with. 

And that's exactly what SPONSOR 
did in working up its estimate of tv 
advertising for 1961. To get this fig- 
ure, an estimate for all advertising was 
made first. It was noted that from 
19 19 to 1955 total advertising, accord- 
ing to the AIcCann-Erickson figures as 
published in Printers Ink, went from 
$5,502.2 to $9,194.4 million. Increases 
varied year by year but the average 
was $650 million. 

Another assumption was then 
brought into play, namely, that about 
the same annual average dollar in- 
crease would prevail through 1961. Is 
this a reasonable assumption? SPON- 
SOR thinks so. First of all. it is a con- 
servative assumption in that a $650 
million average annual increase in all 
advertising during the 1955-61 period 
would equal a rate of increase about 
half that which took place during the 
1919-55 period. 

To put it more plainly : The 1949-55 
increase of $3,992 million is equiva- 
lent to a jump of 76.7 r r in six years. 
"Sow, if we assume that total advertis- 
ing will equal $13 billion in 1961 (a 
jump of $3,806 million in six years), 
then the increase is equal to 39.2 r r. 

It must also be kept in mind that 
the ratio of advertising to national in- 



come has been increasum. 



hat 



expenditures for advertising are rising 
faster than the rate of increase in turn- 
ing out consumer goods. It is gener- 
allv accepted in the advertising profes- 
sion that this trend will continue for a 
while. Certainly, there is no evidence 
it w ill not continue. 




- COA/rACZW£ED £ CO. 



tUMB ON T HIS 



KRM6 

FOR 616 RESULTS IN 
THE RICH i 
TULSA MARKET! 

look at these Ratings * 

Warn -\Z00 neon 310 
I2'O0iwh- &00 pm .264 
&00pm -lltfOfw 263 

* hooper June lose 

ASK YOUR BlAld MAN A&OUf 
OUR M$0NAUTIE5££C0N0MICAl 
RATES 

KKMG 

740 \<C-Tu\sa,Ok\a. 
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This is the Place 



Iowa is an Indian 
word meaning "lhi> 
is the place"' or 
"beautiful land.'" 



known to have en- 




The first European* 



tered Iowa country 
were Marquette and 
Joliet in 1673. In 
1680 Father Hen- 
nepin travelled 
across the area. Julicu Dubuque established the 
first white seltleiuent after 1785. to mine lead, 
but Indians drove most of the miners perma- 
nently underground in 1810. In 1804 the Lewis 
and Clark expedition camped in "loway,"" as it 
was then known, and roamed buffalo without 
benefit of charcoal. Fort Madison, built in 1808. 
was temporarily abandoned in 1813 because of 
the tonsorial talent of its reluctant Indian host. 

Iowa was governed as part of the Territory of 
Indiana in 1804 and 1805; by the Louisiana 
Territory from 1805 to 1812; by the Missouri 
Territory to 1821. Unorganized for the next 
thirteen years, it was part of the Michigan Ter- 
ritory from 1834 to 1836, then part of the Wis- 
consin Territory until 1838, when it became a 
separate territory. No mailer which body ad- 
ministered it, the Indians insisted on their right 
to practice archery and roast settlers. Not until 
peace pipes were smoked after the Black Hawk 
War in 1812 did warwhoops begin to subside 
and corn start growing in earnest. 



Iowa's 55,586 square miles of soil arc drained 
to the cast by the Skunk, Iowa, Wap.-ipinicon 
and Des Moines Rivers into the Mississippi, 
which forms the entire eastern boundary. West- 
ward drainage is into the Missouri, which sepa- 
rates Nebraska from Iowa, and the Big Sioux, 
which comes between South Dakota and you 
know what. The northern, or Minnesota, bound- 
ary is entirely, and the southern, or Missouri, 
boundary, is almost all legal fiction; each run-, 
due east-and-west as the surveyor flies. 

About one-tenth of the nation's food suppl\ 
currently conies from the area that entered the 
Union as the 29lh slate in 1816. Over 95 r ' c of 
the state is in farms. Soil fertility is unsur- 
passed; 25'/o <>f all the Grade A land in the 
country is in Iowa. The first president of the 
U.S. to be born west of the Mississippi came 
from Iowa (hint: he wears high collars). Vet, 

p u i s s a n t though 

Iowa be in the agri- 
culture department, 
the value of her 
manufactured prod- 
ucts exceeds that of 
farm products. 
This is a handy 
thing to remember 
when you hear 
someone singing 
"that's where the 
tall corn grows." It 
is. but we're poly- 
sided. 




CBS for Eastern Iowa • Channel 2 
WMT-TV Mail Address: Cedar Rapids 

Xational Representatives: The Katz Agency 
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Furthermore, continued population 
increases and continued growth in the 
percentage of people with middle class 
incomes can be counted on — unless a 
number of hot-shot economists are wav 
off the beam. Roth of these trends are 
-trategic buttres-es supporting a con- 
tinued boom in advertising. 

So. we have a figure of $13 billion 
for advertising in 1961. Next, spon- 
sor examined television's >hare of all 
advertising expenditures. This rose 
from 1.1 to 11.1 a c from 1919 to 1955. 
an increase of 1.000^-. ."Naturally, this 
kind of increa?e v\ill not continue since 



the Life represents a low base. How- 
ever, we find that tv's share rose an 
average of 1.6 percentage points an- 
nually during the 1949-55 period. Pro- 
jecting this rate of increase to 1961 
would mean a 20% share of all adver- 
tising in 1961 or about $2.6 billion 
in tv billings. 

Is it reasonable to assume that tv's 
percentage share of advertising will 
continue to climb at the same rate? 
sponsor feels the answer must be no, 
that it cannot climb at the same fan- 
ta-tie rate as during the early years. 

So — and here's another assumption 



30 YEARS AGO . . . we said: 



LIKE A SOW with ONE PIG 




Z 



Yoiill think that ijour account 
vis the only one we have I 



Today, on our 30th anniversary, these 
words are truer than ever. Personalized 
service to both the advertiser and the 
Kansas farm families that we serve, has 
made WIBW the most powerful single 
soiling force in Kansas. 



TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 

WIBW & WIBW-TV in Topeka 
KCKN in Kansas City 

Rep. Capper Publications, Inc. 




Our 30th Year 



coming — it was assumed that tv's 
share of all advertising would rise at 
half the rate it did in the past. This 
would mean a tv share of about 15^ 
or about $1,850 million in tv billings 
in 1961. But that's not all. There's 
color tv advertising costs to be taken 
into account, sponsor took a rough 
cut at this and could do no better than 
guess that color would cost advertisers 
an additional $100 million in 1961. 
Thus, sponsor's final figure for tv ad- 
vertising five years hence is $1,950 
million. (\ote that TvB's President 
Oliver Treyz predicts just about the 
same figure in the interview accom- 
panying this story.) 

Projecting color tv spending is par- 
ticularly difficult because there is little 
in the past history of tv to go on. Such 
a projection must be based on esti- 
mated color set saturation, which 
makes the projection a guesstimate 
based on a guesstimate. This, how- 
ever, is better than nothing. 

The two estimates of color set sales 
shown on page 33 mean that through 
1961 (and including 1955 sales), total 
color set sales will be 19.550.000 in 
one case and 10.860.000 according to 
the lower estimate. This could mean 
about 18 million homes with color in 
the former estimate or 10 million in 
the latter. Since SPONSOR projects a 
total home figure of 54 million in 
1961, the two estimates thus figure out 
to color saturation percentages of 33 
and 18, respectively. Assuming (there 
we go assuming again 1 that color w ill 
increase tv advertising costs 20^r (a 
figure often bruited about) and that 
color spending will be in proportion to 
the number of homes with color tv. 
this means color tv spending may 
range between $70 and $120 million. 
So $100,000 comes out as a good, 
round figure. 

There are some sources that con- 
sider even the lower of the two color 
set estimates as optimistic. However, 
sponsor considers its projection of tv 
ad spending on the conservative side 
and will stick to it. 

There are some things about tv that 
can't be reduced to figures. One of 
these is the fact of t\'?. newness. Be- 
cause of this, tv has even more impact 
than its sight-souud-motion parlay in- 
dicate. There, are plenty of lousy news- 
paper ads but people don't pay any at- 
tention to them. Newspapers have been 
around too long. Hut. put on a lousy 
commercial and brother! * * * 



]()(> 
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ROUND-UP 

{Coniinued from page 70) 

Sciences held its first annual "Night 
to Remember Moonlight Boatride" on 
13 September. Entertainment was pro- 
vided in part by "The Many Splendored 
Stonipers of Kenyon & Eckhardt." 

* * # 

Radio personality Ted Haas has 
joined KOA. Denver. For the past 
three years Haas has been master of 
ceremonies of a tape recorded show 
which took him to a different town 
each day in Kansas, Nebraska and 
Eastern Colorado. 

* * * 

A new course in color tv has been 
added to the curriculum of the Acad- 
emy of Advertising Arts in San 
Francisco. The course was inspired 
by local station KRON-TV's closed 
circuit color clinics for advertisers, 
prospective advertisers and ad agencies. 

* # * 

Another station that has gone 
western is WAMO, Pittsburgh. Abbie 
Neal will be the distaff member of a 
quartet of country and western disc 
jockeys. Other country and western 
stars on WAMO include Slim and 
Loppy Bryant and Carl Stuart. * * * 



Now ... by a Wider Margin 



RADIO BY EAR 

(Continued from page 39) 

a program that interests bini is phone 
bis NBC Spot Sales radio salesman in 
New York and make his request. An 
operator then places a transcription of 
the program on a turntable that is con- 
nected with the telephone. The time- 
buyer can listen to as much as 15 min- 
utes of the program or hang up any- 
time during the audition if he decides 
the show is not for him. 

Transcriptions made for auditions 
by timebuyers are edited versions of 
each station's local programing. Rec- 
ords are fded in a specially built con- 
sole containing the telephone transfer 
equipment. The entire ranpe of radio 
programing is included on the tran- 
scriptions, including news shows, 
women's programs and music and 
news features. 

Reber explained that although at 
present the sen ice is available only in 
New York, it will gradually be ex- 
panded to other cities where "\BC has 
sales offices such as Chicago, San Fran- 





HOOPER- RATED RADIO STATION 

in Houston 

V7r 






Hooper May thru July 1956 


Monday thru 


Friday 


Monday thru 


7 A.M. - 12 Noon 


1 2 Noon - 6 


(Sample Size — 


■18,628) 


(Sample Size 


KNUZ 


23.0 


KNUZ 


Net. Sta. "A" . 


12.1 


Net. Sta. '>/" 


Net. Sta. "Z?" 


. 9.4 


Net. Sta. "If 


Net. Sta. "C" 


11.7 


Net. Sta. "C" 


Net. Sta. "D" 


13.8 


AW. Sta. '•!)" 


Ind. Sta. "A" 


5.9 


hid. Sta. "A" 


Ind. Sta. *B" 


6.7 


ind. sta. "ir 


Ind. Sta. "C 


13.8 


hid. Sta. "C* 




Now . K-NUZ 


is the Leader by a 


GREATER MARGIN— Yet the rates are Low, Low, Low! 




loin the Rush for Choice Avails 



23.2 

72.5 
8.4 

11.8 
7.7 
7.2 
_. 9.6 

11.1 



In Houston the swing is to RADIO 
and Radio in Houston is . , . 




cisco and Los Angeles. 



★ * * 



Houston's 24 Hour Music and News 
National Reps.: Forjoe & Co. — 
New York, Chicago, Los Angeles, San Fran :isco ( 
Philadelphia, Seattle 

Southern Reps.: C arke Brown Co. — 
Dal as, New Orleans, Atlanta 

IN HOUSTON. CALL DAVE MORRIS 
JAckson 3-2581 
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TREYZ LOOKS AT TV 

[Continued from page 33 I 

television is. of course, a natural se- 
quence to the immense programing 
improvements that have occurred. In 
television, as in all advertising media, 
the advertisers dollar follows the au- 
dience. And the audience is alreadv 
there, in the wake of the new improved 
programing. 

i). Do you- believe that television 
home saturation will go much above 
oO' ( in the next five years? 



A. Ccrtainh. On a national basis, 
television penetration is now about 
75' ( of all homes. It's already well 
above 8(Vr in such states as Connecti- 
cut. Delaware, Illinois. Indiana. Mary- 
land. Massachusetts. Michigan, New 
Jersey. 'Sew \ ork, Ohio, Pennsylvania 
and Rhode Island. As a matter of 
fact, tv ! s penetration in Ohio is 87^ , 
according to the new ARF tv owner- 
ship data as of W inter, 195G. We are 
alreadv above 80'y penetration in the 
Northeast, at about that level in the 
North Central, and well above 80 r o in 
metropolitan areas. 



Q. What is your guess as to televi- 
sion, saturation in 1961? 

A. Certainly higher than 80'*< . 

Q, Do you expect much oj a growth 
in multi-set television homes within 
the next five years? 

A. Yes. I think that development will 
be almost as important as the switch to 
color. We just read, for example, that 
Pulse has determined that in the New 
\ ork market, something like 20 f x of 
the television homes bave two or more 
television sets in the household. 

Q. One industry estimate predicts 
cumulative color retail set sales to- 
talling about 19.5 million in 1961. 
Assuming an estimated color set satu- 
ration oj 33' f, what effect will this 
have on the type of advertisers who 
buy television? 

A. It will bring to television tbose 
who put such a high value on color 
that heretofore they have concentrated 
on four-color in magazines: people in 
the rug business, the apparel trades, 
draperies, fashions — a v\hole host of 
product lines where the emphasis is 
on color, and furthermore, color com- 
ing into tele\ ision is bound to increase 
food billings, because as we all know, 
color is a tremendous factor in appe- 
tite appeal. 

Q. What's the outlook in general for 
attracting department store ami other 
retail advertising to television? 

A. I am turning that question over 
to Howard Abrahams, our director of 
retail sales, who has worked, for many 
vears, with most of the nation's lead- 
ing retailers. 

Abrahams : Among retailers generally, 
department stores were the slowest to 
adjust themselves to two of the great- 
est changes in the retail revolution 
which we. have been experiencing. 
First, tbev lagged behind other opera- 
tors, particularly the chains, in mov- 
ing branches to the growing suburbs 
and their lush, young family market. 
Second, tbev were slow to put quick- 
selling self-selection displays into their 
stores. 

Today, this is all changed because 
they have seen the tremendous strides 
which the king-sized chains — riding 
these trends — have made in their sales 
volume. 

Similarly, in their sales promotion, 
department stores have been slow to 
move from their tradition-hound media 
into television. Today, they are see- 



WGN-TV 

Number 2 Station in Chicago!! 



Yes, on WGN-TV you have network size audiences — and you buy them at 
the lowest published rates in Chicago television. The latest Nielsen for July 
shows WGN-TV a strong second! 

Share of Audience* 
July, 1956 
6:00 A.M. — Midnight 
Sunday thru Saturday 

Network Station B 29.4% 

WGN-TV 25.4 

Network Station C 25.2 
Network Station D 20.8 

Top audiences at low cost — with no network preemption problems. 

Now is the time to select prime periods for fall. National advertisers already 
set with new programs on WGN-TV include Hamm's Beer, Kelloggs, Mars 
Candy, 7-Up and Miller's Beer. (Several others have renewed) 

*NSI Area — Adjusted 



WGN-TV 

Chicago 0 



Chicago Office — 441 N. Michigan Ave, Chicago 1 1 
Eastern Advertising Solicitation Office — 220 E. 42nd St., New York, 17 
West Coast Only — Edward Petry & Company, Inc. 
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Network 



I 



The word's the same, but we've coined a new meanin g! 



NETWORK means many things to many people 
. . . but we here at Keystone have a new concept 
that we think you should know about. 

NETWORK is Keystone's over 900 radio sta- 
tions — covering a prosperous pattern of non- 
metropolitan America that reaches from coast 
to coast and border to border. 

NETWORK is the term that applies to any 
neat parcel of Keystone stations that best suits 
your marketing needs. Keystone delivers these 
markets to you with an amazing absence of red 
tape . . . makes your job twice as easy. 

NETWORK a la Keystone means 87 million 
pairs of ears ... in rich Hometown and Rural 



Send for our new station list 



CHICAGO 

111 W. Washington Ct. 
STate 2-8900 

LOS ANGELES 

3142 Wilshire Blvd. 
OUnkirk 3-2910 



NEW YORK 

580 Fifth Ave. 
Plaza 7-1460 

SAN FRANCISCO 

57 Post St. 
SUtter 1-7440 



• TAKE YOUR 
CHOICE. A handlul of 
stations or the network 
. . a minute or a full hour 
. . it's up to you. your 
needs. 



• MORE FOR TOUR • ONE ORDER DOES 



DOllAR. No premium 
cost for individualized pro 
gramming Network cov 
erage (or less than some 
■ spot" cosls. 



THE JOt. All bookkeep- 
ing and details are done 
by KEYSTONE, yet the 
best time and place are 
chosen for you. 



America — a grass roots, loyal listening audience 
localized for better response thru more intimate 
communication. 

NETWORK merchandising thru Keystone's 
facilities is a wide vista of local impact results 
that are unique in concept and overwhelming 
in response. 

NETWORK advertising for your product with 
Keystone will open your eyes to how BIG 
Hometown and Rural America really is . . . 
what a slice, sized to your choice, can do for 
your market exposure where the media merchan- 
dises, the audience listens, and the customers buy! 



BR 



TMl VOICt 1 Of 
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ing the sales results by such chains as 
Robert Hall and Montgomery Ward 
and wondering if they should use the 
tele\ ision media to the degree that 
pace-setters such as these are using it. 

Department stores and other re- 
tailers too are moling mountains and 
mountains of merchandise which arc 
television-promoted. These same stores 
are asking themselves if they can t re- 
peat the manufacturer's successes by 
their own individual advertising ef- 
forts. And main stores are already 
scheduling television appropriations to 
find their answers. 



And, of course, the big bonanza is 
due to come when color is here. Store 
after store reports to us at TvB that 
this will be the big medium to mo\e 
the coloroful fashions which they have 
in their stores. Man) stores are now 
planning to get their feet wet in black 
and white in anticipation of the big 
colorful da)s. Television has been a 
slow starter in retailings selling at- 
tacks. I nlike national tv advertising, 
its big boom is to come. 

Q. The seven top industry categories 
using television accounted for 85% of 




\ 



We're proud as Roger Williams . . . 
crowing like a Rhode Island Red, because 
now we are two. And you, you're "right 
on cue" whether it's in Akron, Ohio or 
Providence, Rhode Island. You're right with 
our music and our news. You're right with 
our solid policy of local programming, local 
service and warm interest in each 
community — Tirctown, U. S. A., and rich, 
little Rhody's capitol city 



1150 ^ 
ON YOUR RADIO \ 
AKRON, OHIO 

NATIONAL REP. - JOHN E. PEARSON CO. 

TIM ELLIOT, PRESIOENTMB^n 

1290 0N YOUR RADIO 
PROVIDENCE, RHODE ISLAND 
NATIONAL REP. - . 
JOHN E. PEARSON CO. 



\ 



J 



'Subioct to 
FCC opprcval 



all network television billing in 1955. 
These same industries accounted for 
66' v in 1950. Will this dominance of 
network television by a limited num- 
ber of industries continue, or will oth- 
er groups of advertisers become more 
important? 

A. Well, I think you are begging the 
question. First of all. there's not a 
dominance in network television of a 
limited number of industries. As a 
matter of fact, the number of indus- 
tries using network television has 
grown rather than declined. Now when 
you point out that seven industry 
categories accounted for !>5 r f in 1955, 
and only about two-thirds or 66 c c in 

ealh saying is 
that all the remaining categories ac- 



1950. what you are 
the 

count for only 



counted for 34'? 



\% today but ac- 
in 1950. Actually. 
15'r of 1955"s volume is a lot more 
than 31'( of 1950 s volume, and it 
seems to me that what \ou have done 
here is to just give some statistics 
which indicate that certain categories 
have grown at a faster rate than others, 
which is typical of any growth in- 
dustry . 

Q. In spot tv, TvB figures shoic that 
the lop five categories accounted for 
59 ' i of gross time sales, the top seven, 
68.5/v and the top ten, 79.7 r c. Is this 
likely to continue or will other indus- 
try groups come to the fore? 

A. Spot tv accounted for a gross vol- 
ume in the second quarter of this year, 
of about $105 to $106 million. The 
largest advertiser, Procter & Gamble, 
accounted for less than 6 r r of that 
total. The categories that you talk 
about, the five, the seven, and the ten 
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"1 heard over KRIZ Phoenix he was 
coming up from the miners." 



Wcue 
Wice 



no 
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Especially when 
they're watching 
your commerdals 

and in the 
Portland, Oregon Market 

KOIN-TV 

delivers over 

TWICE 

the audience of 
any other station ! 





TOP RATINGS 

• 55% Sharc-of-Audicnce in 
Metropolitan Portland. 

• 84% More Audience than 
Station B. 

• 151% More Audience than 
Station C. 

• 86% Preference at 45-Mile 
Radius. 

Sources: June 1956 Portland ARB 
1956 Salem ARB 
MORE PROOF KOIN-TV IS YOUR 
BEST BUY IN THE OREGON MARKET 



KOIN-TV V 

Channel 6 IS5w& 



Portland, Oregon 



I 



at. anally by ^^Br 



Represented Nafianc 
CBS Television Spot Sales -T- ' 



which account for almost 80' < of spot 
tv buying, are huge categories embrac- 
ing a tremendously large number of 
industries, and spot television and tele- 
vision as a whole is far from domi- 
nated 1>\ am advertiser or group of 
ad\ertisers. 

Assuming that station allocation 
is solved, do you foresee a substantial 
growth in the number of television sta- 
tions during the next five years? 

A. Wc are unable to answer that 
"iff) * question. It depends on Gov- 
ernment decisions, the availability of 
capital and any answer that we could 
give would border on metaphysics. 

Do you foresee any important 
changes in buying and selling patterns 
on television? 

V. No. 

Q. Is the magazine concept likely to 
increase in importance on network 
television ? 

A. W hat do you mean by the maga- 
zine concept? 

Q. I mean bu)ing of participations 
rather than a complete show. 

A. 1 don't like that word participa- 
tion particularly, but if \ou mean, by 
the magazine concept, an advertiser 
spreading his investment among many 
programs, and the networks, on the 
olher hand, spreading the sponsorship 
of a program among many advertisers 
— yes. Because there is a strengthening 
trend in that direction, whereby an 
advertiser with his television budget 
will spread his investment among a 
variety of programs just as the net- 
work will spread its revenue for a par- 
ticular program among a variety of ad- 
vertisers. The radio concept of exclu- 
sive ownership of a program is less 
important in television. Television is 
so strong that an advertiser can enjoy 
high identification when he has far 
less than complete ownership or domi- 
nance of a given program. As a mat- 
ter of facl. even within programs 
owned complete!) by one advertiser, 
sueh as the Kraft Theatre, ;ou have 
in effect, from the standpoint of the 
advertiser, the magazine concept he- 
cause to use your own word, partici- 
pation, various products of that com- 
pany participate in the program. In 
the Kraft Theatre, there are different 
types of cheese products which in 
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sock 
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ESPECIALLY 

when they're 
listening to your 
commercials 

and in the 
Portland, Oregon Market 

KOIN-Radio 

delivers 

1 MORE 
# i# audience 

than any other station 



SOLID LEADERSHIP 

■v? Morning, Afternoon, Night. 

-v? 46 of the 48 top weekday 
quarter hours. 

->T All 10 top daytime shows. 

* March-April 1956 Pulse. Inc. 
Portland Metropolitan Arc3. 




KOIN 
Radio 

Portland, Oregon 

Repretenled Nationally by 
CBS Radio Spot Soltl 
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themselves, to a great extent, are com- 
petitive to each other, participating in 
that program. 1 think that the whole 
world of television advertising lias em- 
braced the magazine concept, in the 
broad sense of that term. 

il. U ill there be any change in em- 
phasis in spot television, insofar as an- 
nouncements versus program are con- 
cerned? 

A. There certainly will he a consid- 
erably greater emphasis on program, 
or program participation sales, in spot 
television. * * * 



BRIDEY APPLEBAUM 

( Continued from page 43 I 

tern dangling. 

"It's beautiful!*' 1 managed to whis- 
per. 

■'Impresses the clients.'' Bridev said. 
The next instant, she was off across the 
acres of carpeting. She passed Miss 
Kheingold with the slightest of nods, 
and disappeared through a golden 
door. 

'"He\ . buster! " Miss Kheingold was 
calling to me. Her voire was flat. She 
seemed terribh annoyed with me. 



IT WOULD TAKE A 

MIGHTY BIG SCALE 



TO WEIGH ALL THE WHEAT 
IN A KANSAS ELEVATOR 



it is possible to weigh 

RESULTS achieved by KTVH 
in Wichita and 14 other 
important communities. 

This basic CBS station 
reaches a market that produces 
195 million bushels of wheat 
annually, bringing $390,000,000 
into the pockets of Kansans. 

Wheat is just one source 
of income in this productive 
area, where spending power is 
also derived from oil, cattle, 
agriculture, and the aircraft 
industry. 

To sell in this thriving 
Kansas market, buy KTVH 
with unduplicated CBS-TV 
coverage. 



VHF 



KTVH 



*ansa> 



CHANNEL 

12 



CBS BASIC 

Represented Nationally by H-R Television, Inc. 
KTVH, pioneer station in rich Crntral Kansas, serves more than 14 important com- 
munities besides Wichita. Main office and studios in Hutchinson; office and studio 
in Wichita. Howard O. Peterson, General Manager. 



I crept up to her desk like a peasant, 
cap in hand. 

"That little creep that just scooted 
past here." she said. "Is she with 



\ ou 



v 



"She was until a moment ago." I 
said. I leaned closer, partly in con- 
fidence and partly to savor her per- 
fume. "Fact is." I whispered, "she's 
a timebuycr." 

Miss Kheingold started. "She's a 
what?" 

"It's a long and complicated ston." 
1 said. First of all. have you got a 
timebuycr here named Bride\ Apple- 



haum 



"Just a set:," said Miss Kheingold. 
and began to thumb through a direc- 
tor). While she thumbed, I studied 
the massive hanging over the desk. A 
sort of golden dog-tag imbedded in the 
frame was engraved: "GBilG's first 

advertisement for its first client 

194!!." The advertisement in the frame, 
for the Shenandoah Stove Bolt Co.. 
carried a single picture of a much- 
magnified sto\e-bolt along with the 
simple legend: "If you don't use our 
bolts, jou're nuts!" 

So this was Madison A\enue! 

"We got no Bridev Applebaum work- 
ing here,*' said Miss Kheingold. "But 
we do seem to have a Birdie Tannen- 
baum." 

It happens sometimes that subjects 
under hjpnotic trance don't get all 
their spellings quite right. Anyhow, 
it seemed clear that it was this Birdie 
Tannenbaum's astral existence that m\ 
own Bridey had shared in. 

"Is Miss Tannenbaum in?" 1 in- 
quired. 

"I'll check." said Miss Kheingold. 
and picked up the phone. Suddenh 
her carefully-plucked eyebrows crawled 
half-way up her forehead. She hun<r 
up and glared at me. 

"Birdie Tannenbaum eloped ) ester- 
day with a station manager from Rhode 
Island," she said. "But the\ tell me 
in there that there's a freckle-faced 
kid with a pom -tail who reeks of 
meadow ha\ sitting at Birdie's desk 
tossing around rate cards and kidding 
with some station reps." 

"That would he Bride)," I gasped. 

Jnst then another golden door 1 
hadn t noticed before opened with a 
crash, and a beef\. red-faced man bore 
down upon us. He wore a Tjrolcan 
green suit and the most upset expres- 
sion I have ever seen. If Madison 
\venue was the street of ulcers. thi> 
was the hoj who had started the fad. 
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radio station most advertisers use 



560 FIRST IN SAN FRANCISCO 



The BIGGEST iii -home package of 
listeners of any independent 

i.. NORTHERN CALIFORNIA 

See vour latest Pulse report 

The BIGGEST oiit-of-honie paeka«*e 



oh' listeners of any independent 



* 



i.. NORTHERN CALIFORNIA 

iutleneutleut <»r network 

The BIGGEST coverage of any 
independent station in alB of 

i»iu NORTHERN CALIFORNIA 




FIRST IN 
FRANCISCO 



. . . and KSI'O is getting lEIGGEIl! 
KM O-.~>(;0 San Franeiseo's 
■BIGGEST independent, joins 
KMPC-7IO Los Angeles* 1EIGGEST 
intlepentlent. to give yon the 
IS I GG EST eonibiiiation 1SUV 
in all of( \LH OIlM\. 



Call in: \»li;y-ki:i:i> co. 

Call A -.11 K AIMO SALES 
Call KM O San Francisco 



RE advertisers 
buy KSFO-560 than 
any other station 
in San Francisco. 

">SFO's current list of 
NATIONAL and Regional 
advertisers include- 

ALLSTATE INSURANCE 
AMPRO PRODUCTS 
BAFFLE BAR CANDY 
BELFAST BEVERAGES 
BENDIX APPLIANCES 
BURGERMEISTER BEER 
BLUE SEAL BREAD 
CALIFORNIA PACKING 
CALSO WATER 
CERTO-SURE JELL 
CHEVROLET DEALERS 
CRIBARI WINE 
CROSLEY APPLIANCES 
EVEREADY BATTERIES 
EXLAX 

FALSTAFF BEER 
FOLGER'S COFFEfc 
FORD DEALERS 
GREYHOUND BUS 
HOUSEHOLD FINANCE 
INTERSTATE BAKERIES 
KRAFT FOODS 
LOCAL LOAN 
MANISCHEWITZ WINE 
MENNEN BABY OIL 
MOTOROLA APPLIANCES 
MfSTIK TAPE 
MODE O DAY 
NATIONAL VAN LINES 
NORGE APPLIANCES 
PACIFIC SOUTHWEST 

AIRLINES 
PACKARD DEALERS 
PALL MALL 
PEPSODENT 
PHILCO PRODUCTS 
PLYMOUTH DEALERS 
REAL GOLD 
REGAL PALE BREWING 
SATURDAY EVENING POST 
SCHWEPPES 
SEVEN UP 
SENDERALLA 
STOKELEY VAN CAMP 
SOUTHERN PACIFIC 
TANGEE 

TAREYTON FILTERS 
TWA 
WEBCOR 

WINSTON CIGARETTES 



..plus 91 local advertis- 
ers who listen to KSFP >' 
as well as buy if 



Folks lose their heads over WWDC! 







1st on week ends, 2nd on week days %Jk# %Jk# W^k ^Sfc 

in Washington, D.C."— May-June Pulse WW WW B^\g^ 



REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 



IN 



evansville c^/re Vkere! 

2 0 0,400 Watts 



We are there, and you can be there with us at 
WEI IT-TV in the estimated 75,000 new homes in- 
cluded in the new coverage area. Contact our repre- 
sentatives about availabilities on the Big Eye — Chan- 
nel 50 — for the best in coverage in Evansville and 
the Tri-.-tate. 

WEUT-7V — Channel 50 has boosted its power 
from 11,000 to 200,400 watts 

WEIIT-TV is your FOLLOW-THRU STATION IN 
THE EVANSVILLE MARKET. Only WEIIT-TV 
offers (1) Guaranteed On-the-Air promotion, (2) 
Newspaper advertising, (3) Newspaper Publicity, (4) 
Letters to Retail Trade, (5) Daily News-Letters to 
hotels and hospitals, (6) Lobby Displays. (7) .Month- 
ly house organs, (8) Window Banners, Posters and 
(9) Billboards. 



WEHT-TV 



also operating 

WEOA CBS 

RADIO 



Represented by 

YOUNG TELEVISION 



'"What the hell's going on here, tinie- 
buying-wise?" he demanded. 

Miss Rheingold cringed prettily, and 
I myself shook so badly I could hear 
the kerosene splashing around in the 
lantern I still held. 

"What's the trouble. Mr. Slook?" 
Miss Rheingold asked. In an aside to 
me, she whispered. "Mr. Slook's an 
account super\ isor. and if it's some- 
thing that brat of \ours did — " 

'Til tell you what's the matter.'" 
Slook roared. '"I 



desk creating 



was sitting at my 



thoughts 



agency-wise. 



when my phone rang and it was the 
station rep for \\ EAK-TV. He thanked 
me for the buy we just made." 

Slook turned on me. "Who are 
you?" he snarled. I waggled my lan- 
tern helplessly. 

"Well, shut up! he thundered. "In 
the entire history of GB&G — and I 
speak experience-wise — we have never 
bought WEAK-TV! It is the tiniest, 
most insignificant outlet, audience-w ise, 
in the Metropolitan area. It boasts the 
lowest power, weakest signal, and 
shortest antenna west of the Missis- 
sippi! The) could print their coverage 
map on a postage stamp! The ratings 
services ignore it! And we — God help 
us — just bought it! Bought it for our 
new Cap'n Fredd\ s Frozen Fish-Sticks 
account! 1 want to talk to that nut of 
a timebuyer, Birdie Tannenbaum!"' 

"Miss Tannenbaum eloped with a 
station manager." said Miss Khcingold. 
"So she isn't in." 

"Impossible!" shouted Slook. "She 
made this fool buy not five minutes 
ago. So she must be in!" He stalked 
off through the golden door. "I'll get 
to the bottom of this," he bellowed, 
"and when I do. soinebody'll pay — 
through-the-nose-w ise!" 

I followed, trembling, in his wake. 
It was increasingly clear what had 
happened. 1 had unwittingly created 
a Frankenstein. Just a little. 11-year- 
old Frankenstein — but a Frankenstein 
all the same. And I had loosed it on 
Madison Avenue! 

Sure enough, there was Bridey seat- 
ed at a big desk in the Timebining 
Department. She was idly building 
availahiliu sheets into paper airplanes 
and sailing them off across the office, 
while she regaled three jovial station 
reps with the stor\ of her life in air 
media. 

" and so." she was sa\ ing, "when 
this fresh a.e. grabbed my band in bis 
hot little paw. 1 let him have it with 
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im attache ease ri»ht nil his fat — " 

Her audience sudtlenl} noticed the 
wrathful .Mr. Slook charging down 
upon them like the wolf on the fold 
and they scattered before him. Bride\ 
sat alone, looking \cr> small hut not 
very pathetic. It is impossible for 
Bride) to look pathetic. Loathesome. 
}es; hut pathetic — never. 



'How long ha\ e vou 1 



>een 



at th 



desk?" Slook shouted at her. "Have 
\ou spoken to am one on the phone?'" 

"Uh huh. To a guv named Benin. 
He sounded cute." 

''Did he ask vou to bin WEAK- 
TV?" 

''Uh huh." said Bride). 
"And what did \ on sav?" 
'•Uh huh." 

"So you did bu\ WEAK-TV! Why?" 
"Because Benin sounded cute, that's 
why!" 

Slook flushed to the shade of smoked 
pastrami. His shoulders shook and 
sobs racked his massive frame. "'Well, 
this is the end for me, media-wise?." 
he gurgled. 

"It's a low cost-per-thousand," Bri- 
de) said. 

"They ha\en't got a thousand!" 
Slook retorted. '"How much time did 
)0u buy?" 

"Thirteen weeks. Moncla) through 
Eriday across the board. 1 :00 to 1 :15 
a.m." Bridey said. •"That's right after 
their late movies." 

"After late movies! Well, what show 
did you buy into?"' 

"I just bought the time," Bri<le\ 
said. "We can create our own ma- 
terial." 

Slook studied a distant window. I 
knew what he was thinking about. At 
length he picked up the telephone. 

"Get me Air. Galwa\. please." he 
said. "Or Mr. Bay. Or Mr. Grom- 
met." He loosened his collar, or per- 
haps I should say he tore at his throat 
and his collar came loose. "Hello, 
Galway. Slook here. Look, chief, 
something has just happened down 
here in Timebming — tragedy- wise. 
Oh, no. sir, nothing I could help, ad- 
ministrative-wise. Just one of those 
things, broadly speaking-wise. Well, 
vou know that new account of ours — 
Cap'n Froze) 's Eisln Bread Sticks . . . 
er, I mean, Cap'n Eisln 's Erozen Stish 
Ericks . . . er. )es. sir. that's the one. 
Well, this nast\ little girl wanders in 
here, parks herself at a desk, and bins 
them time on WEAK-TV. But I think 
we can weasel out of it. chief. No con- 



That little rustler on the horse has been trying 
to stompede the ratings (and claiming that he has) 
but we shore would be proud for you to look over 
the July 16-20 Pulse Report. 



DOA/'T B£ //V 




Still San Antonio's Leading Independent! 



See Your H-R or Clarke Brown Man 



KLW -T V 



ZD 



BIG 



| org est food choins'. 



jKHO?..'"""™-"'"'™""'' 



WHERE? . • • h °" " 



, he Detroit Areo. 



more of the 

aaw-r' 




Wrigleys has jusf purchased a one hour full length movie feature to be oired eoch Thurs- 
day ol 1 p.m. for fhe next 52 weeks. THAT'S TYPICAL OF THE CONFIDENCE FOOD 
LEADERS IN THIS MARKET HAVE IN THE SELL- APPEAL OF CKLW-TV: There's sure lo be on 
answer to your sales problem here, loo. Get the facts by phone, mail, or wire, today. 

FOR RESULTS IN THE DETROIT AREA, IT'S 



CKLW-TV 

Channel 9 

325,000 Watts 



CKLW 

800 KC 

50,000 Watts 



GUARDIAN BLDG. • DETROIT 26, MICH. 

ADAM YOUNG, INC. Notional Repr eienrofive 
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Philadelphia 



QUESTION . . 



ANSWER. . . 




fl U I z 



What Radio Station offers Outstanding 
Personalities that Sell as well as Entertain. 

WIBG personalities like Doug Arthur, Fred 
Knight, Joe Niagra, Tom Donahue, Bob 
Knox, Tony Bourg, Ray Walton SELL as well 
as ENTERTAIN. 



QUESTION . . 



ANSWER. . . 



What Radio Station offers its Advertisers 
EXTRA BONUS features to advertise their 
product. 

WIBG, Phila. includes at NO EXTRA COST, 
BILLBOARDS, TRANSIT CARDS, DIRECT MAIL 
and Trade Paper Advertising. 



QUESTION . . 



ANSWER. . . 



What INDEPENDENT programs MUSIC & 
NEWS and has the TOP POWER. 

WIBG'S POWER is 10,000 WATTS; MORE 
than TWICE the power of the next largest 
independent. 



Pennsylvania's most powerful independent! 



WIBG 



lO.OOO WATTS 



SUBURBAN STATION BLOG., PHILA. 3, PA.. Rl 6-2300 



NAT'L REP.: RADIO-TV Representatives 



had a 



. c otn »'«fe/ ate |y? 





Get on the winner. . . 
get on WFBR-the radio 
station with the most 
listeners in Baltimore 



tracts. ha\e been signed. It was all 
done on the phone. . . . Yes. chief. I 
know that GB&G's word is as good as 
their bond, that we never hack down 
on a buy. But there's another angle 
we might use to squeeze out of this 
mess. This girl, she's an inipo.-ter so 
that should make the whole deal null 
and \oid, ethics-wise. Her name?" 
Slook tinned to Bridev. "\\ hat's vour 
name?" 

"Bride\ Applebaum." she said. 

'"Hello, chief." Slook said, ""her 
name s Bridey Applebaum. . . . \o. sir, 
I'm not getting things confused. Yes, 
1 know she's a hona-fide timebuver, 
onl\ her name's Birdie Tannenbaum 
and— " He replaced the phone ginger- 
ly, and in a voice Wrangled with emo- 
tion, addressed nobod\ in particular: 
"lie hung up on me. Policy-wise we're 
stuck with this buy . Oh. dear, this is 
the end of client relations with Cap'n 
Freddx !" 

"You can make it up to them in 
marketing services,"' Bride\ suggested. 
I "111 marketing services you!"' 
I snarled Slook. reaching out and haul- 
ing her across the desk. 

I tapped him on the shoulder. "Sorry 
i old chap," 1 said, "but one just never 
spanks a timebuyer.*' Then 1 started 
to explain all about mv experiments in 
h\ pnosis and the big bridge. 

Slook seemed impressed. "So you 
, achieved all this," he said, "with your 
little lantern? v 

"^ es, v I said modestly. 

"Let me see vour lantern, please. ' 
Slook said. 

I handed it to him. 

The next instant, there came an arc 
of light with all the brilliance of a 
comet, and something exploded in or 




"I've noticed that KRIZ Phoenix 
advertisers get fat, bald and pros- 
perous!" 



WFBR QoljjMmh &f) £xu/> 

REPRESENTED BY JOHN BLAIR & CO. Q 
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PENNSYLVANIA'S 
4*TVMAVVFT 



IWYOUB PICTUEE 




WJAC-TV is the Number One 
Station not only in Johnstown, 
but in Altoona as well, and this 
one-two punch covers an area 
that rates 4th in the rich state 
of Pennsylvania, and 28th in 
the entire country. 

Well over half a million (583,- 
600 to be exact) television fam- 
ilies look to WJAC-TV for the 
best in television entertainment. 

Add to this the free bonus of 
WJAC-TV coverage into Pitts- 
burgh, and you have a total 
market for your sales message 
that just can't be overlooked, if 
you really want to tap the po- 
tential of Southwestern Penn- 
sylvania. 




SERVING MILLIONS FROJ 
tTlf^JtiOP THEALLB3HEN1E5 





JOHNSTOWN * CHANNEL 6 



Get full details from your KATZ man! 



on my head. There are main wa}s to 
induce a trance. 

Several da\s later, in m\ sterile eot 
at Bellevue, I picked up the paper and 
began read ing Frisln's column on tv 
and radio. The following item caught 
my eye — the one that hadn't closed all 
the way. 

"'If one short week ago. someone 
had said that tonight three million 
\ew Workers would be sitting up 
past midnight to watch an 1 1 -\ ear- 
old local personality conduct a 
farm show slanted at nrbanites 
who dream of one daj becoming 
exurhanites. I would have scoffed. 
\ et that is the case with the sen- 
sationally-successful Bridev Apple- 
baum Show on \\Tv\K-T\ . Much 
of the format's charm is due to 
Bridej herself who operates as a 
one-girl show, even taking over 
the operation of the cameras for 
difficult shots and delivering the 
commercials for Cap"n Freddy's 
Fish Sticks. I personallv was en- 
thralled last night by Bridey's 
hints on spreading fertilizer the 
easy way and can sea reel v wait 
for the promised fare tonight — 
"The right and wrong way to at- 
tach a milking machine." 

It would seem that timebuying holds 
more opportunities for advancement 
than mesmerism. * * * 



COMPARACRAPH NOTES 

(Continued from page 92) 



Toni Co., North. Tatham-Laird: CBS. alt M S:30- 

9 pm; alt W 8 8:30 pm; Th 10:15-10:30 am; 

Tli 3:30-3:45 pin; NP.C alt. Sat. 7:3l)-!> pm; 

alt M S:30-9 pm; alt F K:3ft-9 pm 
Union Carbide &. Carbon. Mathes: ABC. Su 9- 

10:30 pm 

U. S. Rubber, F. V>. Richards: NBC, Sa 1:15- 

5:15 pm approx, 10, G & 10/;i7 
U.S. Steel, Bliixi CHS all W lu ll pm 
Vick Chem. IMIDO: NBC. alt F 9:30-10 pm; alt 

Tu 7:30-7:15 pm 
Warner-Lambert, K&E: NBC, alt Sat 10:30-11 

pm 

Welch Grape Juice, DCSS: ABC. Tu 5:15-3:30 pm 
Wesson Oil. Fitzgerald CBS. Tu 12 12:15 pm ; all 

Tu 3:30-4 pm; XBC. alt Sa 9-10 pm 3 wks 

In 4 T 
Westinghouse, McE: CBS. M 10-11 pm; K-McL- 

O: CBS. \V 7:30-8 pm 
Whitehall Pharm., Bates: CBS. M-W-F 6:45-7 

pm & 7:15-7:30 pm: alt Tu 7:30 X pm 
White Owl. Y&H ' M!C. Sun 1 o -:*o - 1 1 pi„ 
Zenith, BBOO: NBC. Sa 1:15-5:15 pm approx, 

10/6 & 10/27 





In Sioux City you 
buy 'em at the lowest- 
cost' per rhousand on 

KVTV channel 9 

. . . the station that dominates 
the rich Siouxland market 
like this: 

46 of the top 50 shows 
all of the top 32 local, live shows 
34 of the top 35 network shows 
9 of the top 10 syndicated shows* 




A Cowles station. Under the same 
management as WNAX-570 Yankton, 
South Dakota, Don D. Sullivan, Ad- 
vertising Director. 

'Source: 1956 Sioux City Telcpulsc survey. 
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lowest 
cost-per-thousand 



o I 

O - 



LU 
Q. 



ADVERTISERS' INDEX 



in 




Columbus, Ohio 



YWKO 



cost-per-1000 
is 49% lower 
than closest rival 



IrVVKO 



delivers 5.4 
average between 
8 am and 5 pm 

Pulse: Dec-Jan. '56 



l/WKO 

Columbus, Ohio 

Use the slide-rule 
and call Forjoe 



BMI 



'Milestones" for 
October 

HMIN mt'h'j. «»f program 
funiiiiailh'f. cutillcd '\Mile- 
^loncs" fo«it»«\«. the *pot- 
light on important events 
and problems wllteh ha\e 
shaped the American mttic. 

October** relets,, features 
four coni|il<l<' half-hour 
..hows — ren<h f ,,r i'lmicdi- 
;llo sinootli. well writ- 
ten script* for :i ^ariet) of 
ii«r-. 

"KEEPING FIRE IN ITS PLACE" 
(Fire Prevention Week) 
October 7-13, 1956 
"COLUMBUS DAY" 
October 12, 1492 
• IT S YOUR WORLD, MISTER" 
(United Nations Day) 
October 24, 1956 

"HALLOWEEN PARTY" 
October 31, 1956 

"Milc-.N.ii<-»" I" avaitlllilf for 

rniuiufrrtal «pmiM>rt.l>!n mm- voiir 

l.ir.il [.unions fwr (tetaltn. 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 



ABC Film 


102, 


104, 
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AUC-TV Xet 








Broadcast Music Inc. 








IIS 


Keystone Broadcasting 








109 


Music Corp. of America 






10, 


u 


Mcdatchy Broadcasting 








Gl 


Meredith Group . . 






IPC 


Mid-Continent Group 








22 


SUV Spot Sales .. .. 
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29 


X IIC- TV Xet 






4S 
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National Telefilm Assoc 


17, 
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19 


20 


Xorthwcso Radio & Tv School 
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Pulse, Inc. 


-- 






90 


KKO 






7S 


79 


Song Ad .. 








12 


Storer 






56 


57 


Adam Young, Inc. 
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Civ LAV, Detroit 
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KA UK-TV, Little Hock 
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KCMC-TV, Texarkana 
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KIOLO, KDU), Sioux Falls 
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KKRIi. Eugene 
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KFKQ-TV. St. Joseph 








75 


Kl'llli-TV, San Diego 








21 


KCXC, Amarillo 
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KMHC-TV, Kansas City 








11S 


Is M TV, Omaha 








25 


KXFZ, Houston 
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KOIX, Portland, Ore. 
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K< )IX-TV, Portland 








1 1 1 


ICONT), San Antonio 








115, 


KPQ, Wenat.-hee 










ICR 15!. Phoenix 




no, 


1 U 


KHM( ;, Tulsa 








104 


KROl >-TV, 101 I'aso . 








103 


KRON-TV, San Francisco 








73 


KSFO. San Francisco 
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KSLA-TV. Shrcveport 








K5 


K'THS, Little Rook 










KTP1I. Hutchinson 








112 


KVAL-TV. Kugene 








52 


KVTV. Sioux City ... 
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KWK-TV, St. Louis 






1 F< ' 


WART -WA PI, Birmingham 








14 


WAFB-TV, Baton Rouge 








82 


WACA-TV, Atlanta 








99 i 


WAV 10, Louisville 








100 


WBAV-TV, ("Jreen Bay 








sr, 


WBlIt-TV, Knoxville 








51 


AYliXS, Columbus, Ohio- 








7 4 


WBXS-TV, Columbus, Ohio 








SO 


iWBKZ-TV. Baton Rouge 








S4 


WliTW, Charlotte 








30 


WCA IT," Philadelphia 








27 


WCI'K, Akron 








110 


WDB.I-TV, Roanoke 








GO 


W1011T-TV, Henderson 








114 


WEMP, Milwaukee 








70, 


WFAA-TV, Dallas 








97 


WKBR. Baltimore 








1 1 r. 


WFM V-TV, C.reensboro 








101 


WCX-TV, Chicago 








108 


WOR-TV. Buffalo 








103 


WHAM, Rochester 








13 


WIILI, Hempstead 








04 


W1BC. Philadelphia 








i ir, 


, Wimv, Topeka 








Kir, 


WILS. Lansing 








2C, 


W.I AC-TV, Johnstown 








1 1 7 


W.111P-TV, Jacksonville, Fl; 








fifi 


WKXU-TV. New Britain 








SI 


WKoW-TV. Madison 








94 


WKY-TV, Oklah( ma city 








1 22 


WK7A >-TV, Kalamazoo 








9 3 


WLOL. Minneapolis 








07 


WMT-TV, Cedar Rapids 








105 


WXK.M-TV, Bay City 








55 


W1M0X, Philadelphia 








:i 


WUBL-TV, Columbus, Ceorgia 






lis 


WRC, Washington 








9 


WRCV, Philadelphia 






1 ."> 


, lfi 


WR10X-TV, llockford 








50 


WSB, Atlanta 








i j 


WSBT-TV, South Bi nd 








S9 


WS.IS-TV, Winston-Salem 








53 


WSM, Xashville 








59 


WSM-TV, Xashville 








US 


WSOK, Xashville 
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WSPD-TV, Toledo 








9S 


WTKF-TV, Wheeling 








05 


WT\'P, Decatur 








107 


W\ r KO, Columbus, Ohio 








US 


WW 1>C, Washington 








1 1 1 


WXR.V. Kichinond 








FC 


This Ir.dc-x Is Intended as a service 


feature. 


as 


com- 



Buckey Walters, platter -spinner de- 
luxe, brings a New Selling Sound to 
KMBOKFKM by punctuating commer- 
cials and chatter with clever piano back- 
ground. ONE announcement on his 
'Tune Time" produced 3.653 replies! 




the New Sound of 



KMBC-KFRM 

The big news in Kansas City radio is the 
New Sound on KMHC KFKM By complete- 
ly overhauling old programming concepts, 
KMIH' KFKM have introduced a new type 
of radio service that's tailored to today's audi- 
ence demands. New variety new personali- 
ties, new formats, new impact — they're all 
woven into every hour of every broadcast day. 
This inspired local programming, combined 
with the best from the ABC Network, pro- 
duces radio that sells as it serves! Your 
Colonel from Peters, Griffin, Woodward, Inc. 
can tune von in on the New Selling s, 0 und of 
KM BC-KFR.M. 

KMBC a/ Kansas City 
KFRM gar the State of Kansas 
jQp in the Heart of America 



IN AND AROUND 
COLUMBUS, GEORGIA 



CHANNEL 

WRBL-TV 



p. 




referred * 
Viewing 

! I-COUNTY AREA - NOV. '55 

402 404 



METROPOLITAN FEB. '56 

298* f 4l6 

* COMPETITIVE QUARTER HOURS 
WEEKLY - - TELEPULSE 



plrtr r.nd accurate as possible but SPONSOR cannot 
ho responsible for changes too la to to bo recorded here. 
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Little Bock's POWER PACKAGE... 



m 



Affiliate 



HAM-TV 



Channel 4 



POWER PREFERENCE • POWER PROGRAMMING • POWER FACILITIES 



Power Preference 

Across the board, Little Rock viewers 

choose KARK-TV- 

ARB Survey, June 1956-KARK-TV has 
7 of the top 12 nighttime shows select- 
ed by Little Rock viewers— 

1. Highway Patrol— KARK-TV* 

2. Your Hit Parade-KARK-TV 

3. $64,000 Question— Station B 

4. Perry Como Show-KARK-TV 

5. You Bet Your Life-KARK-TV 

6. I've Got a Secret-Station B 

7. Badge 714-Station C 

8. $64,000 Challenge-Station B 

9. Lux Video Theatre-KARK-TV 

10. Ed Sullivan Show— Station B 

11. George Gobel Show— KARK-TV 

12. This Is Your Life— KARK-TV 

*Shown during same time period on 
KARK-TV and stotian C. Combined 
roting scores first place. Breakdown: 
KARK-TV, 26.9; Station C, 19.1. 

5 of the Top 5 Multiweekly Shows — 

Network and locol, KARK-TV viewers 
voted for Chonnel 4 progromming — 
sweeping the first five places with — 

1. I Married Joan— 3:00 p.m. Mon. thru 
Fri. 

2. News Final-10:00 p.m. Sun thru Sat. 

3. Queen for a Day— 2:00 p.m. Mon. 
thru Fri. 

4. Tennessee Ernie Ford Show— 12:30 
p.m. Mon. thru Fri. 

5. Evening News & Weather— 6:00 p.m. 
Mon. thru Fri. 

Major Share of Nighttime Audience — 

From 6:00 to 10:00 p.m. KARK-TV cap- 
tures the largest overall share af Little 
Rock viewers. 62 quarter-hour firsts of 
1 19 quorter-hours per week— the largest 
audience in Little Rack. 
Power Preference— Power Programming— 
Power Facilities. , . the KARK-TV Power 
Package means Sales Power in Arkansas. 

Represented by 



Power Programming 

Network and local, quality program- 
ming is increasing the already proven 
Pulse audience lead of KARK-TV - 

NBC Television — Programming voted 
best by Little Rock viewers in the June 
1956 ARB survey . . . ond KARK-TV 
reperesents NBC's only exclusive outlet 
in the entire stote. 

Top-Rated Local Programming— Special- 
ized local programming for everyone— 
from Pat's Porty for the children to 
News Final, the progrom 10:00 p.m. 
viewers voted in the tap Multi-Weekly 
progroms in Little Rock. 



Power Facilities 

KARK-TV facilities complete the power 
package in programming and pref- 
erence — 

Higher Tower-Maximum Power— KARK- 
TV's new tawer-power pockoge delivers 
your messoge to olmost all of Arkansas. 

Operating on Maximum Power— 100,000 
watts. 

Full network color facilities. 
One of the Tallest Towers in the Nation 
— 1,693 feet above average terrain, 
—1,175 feet above ground. 



Little Rock Plus 44-County Coverage . . . 

Now your sales message to thousands of new viewers 
facts inside the 100 mv/m contour — 



the 




Counties 
Population 
Households 
Spend. Inc. 
Retail Sales 



KARK-TV Coverage 
44 



State Total 
75 

1,785,000 
503,060 



1,028,300 
289,150 

$1,094,231,000 $1,876,635,000 
805,057,000 1,399,436,000 



Gross Farm Inc. 284,375,000 592,572,000 

(Source: '56 SRDS Estimates of 
Consumer Markets) 




CHANNEL 4 NBC Affiliate 
Little Rock, Arkansas 



Edward Petry & Co., Inc. 
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Wed. 7:30 

33% Share in Springfield 
55% Share in Decatur 



HOOK TWO IMPORTANT 
MARKETS FOR THE 
PRICE OF ONE 






••"X "" ■ >ffmm 




SPRINGFIELD, ILL 



DECATUR, ILL. 




WTVP 

DECATUR, ILLINOIS 



This is just a sampling — get more 

Good Spots to be in" from 
The Boiling Company 




Sylvester L. (I'ut) Weaver, Jr., has 

resigned as chairman oj the ABC board, ajter a 
seven-year career with the company ichich rapidly 
shot him up these executive stages: v. p. in charge 
oj programing; ABC president and ABC vice- 
chairman. Historically, Weaver will hold this niche 
in television: the creator and activator oj the initial 
big monev, big conception extravaganzas- whether 
it be musical ithe spectaculars) the 9Qminute 
dramatic show, based on Broadway boxoffice prop- 
erties, or the great travelog technical projects, a 
la "W ide, It ide W orld," U eaver, as a pioneer, 
gave tv a sense of unlimited sco]>e, flamboyant show- 
manship and a cause for wonder among admen 
"how long will ABC go on pouring out this way?'' 

Osvuv Ixutz has been promoted to v.p. in charge 
of daytime programs for CBS TV. Announcement 
of the promotion came from J. L. Volkenburg, CBS 
TV president, hatz appointment was followed closely 
by the naming oj Gilbert A. Ralston to the newly 
created ])ost of director of network programs. Sew 
York, for CBS TV. Katz joined the CBS research 
department in 1938 and has been with that branch 
of the network until now. lie will report to l/ubbell 
Robinson, Jr., executive v.p. in charge oj network 
programs. Ralston joined CBS TV in March of 19.i5 
after five years as an independent producer. 

Arthur C. Schofield, director of advertising 
and sales promotion for the Storer Broadcasting 
Company, was elected v.p. for advertising and pro- 
motion by the company's board oj directors. Lee 
B. IVailes. executive v.p., announced earlier this 
month. Schofield joined Storer in February 19.V2. 
bringing with him a diversified background in ad- 
vertising and broadcasting. In the early 30's he 
teas an artist and feature writer for the l'hiladelphia 
Inquirer and later joined the promotion depart- 
ment of the Crowell-Collier Publishing Company 
in Arte York. 

Tom l.etrls. formerly a writer and producer oj 
the l.oretta Young show. MGM producer and a v.p. 
in charge of tv and radio for Young and Rubicam. 
has joined C. J. l.aRoche as v.p. in charge of the 
radio and tv department. As an independent pro- 
ducer Lewis has maintained offices in Beverly Hills, 
and will continue to have offices there. Lewis nil! 
divide his time between llolhwod and Acw York. 
In llollywod the LaRoche tv offices are managed 
by Stuart Ludlum who also supervises the If alt 
Disney Productions and Disneyland accounts and 
directs LaRoche's Hollywood tv productions. 



120 



SPONSOR • I 7 SKPTKNIHKU 1 9.l( 



4th 

Television 

Market 

In 

Texas 




OKLA. 



TEX'AS 



as nf" 



HOU 




SI ON 




and growing all the time! 



165,000 SETS 



NOW IN RANGE OF THE MAXIMUM 
POWER KCMC-TV SIGNAL 

* 28,000 Sets In the Recently Designated Texarkana 
Metropolitan Area In Which KCMC-TV Registers 
85% Total Weekly Share of Audience. 

* 100,000 Sets In 26 Counties Where KCMC-TV Has 
58% Total Weekly Share of Audience. 

* Plus Substantial Penetration of 17 Other Counties. 

Only KCMC-TV Can Deliver this 4 State Market 

because . . . 



• 250 Hours per Month Sponsored 

Network Programs 

• 100,000 Watts on Channel 6 

• Over 3 Years On-the-Air 

• 18 Hours per Day Service 

• Network Color Facilities 



KCMC-TV 

CHANNEL 6 
Texarkana, Texas-Arkansas 




INTERCONNECTED 

Represented By 
Venard, Rintoul & McConnell, Inc. 




Walter M. Windsor 
General Manager 
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Richard M. Peters 
Dir. Natl. Sales & Promo. 
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You dorCt have to ring doorbells 
ivhen you advertise in Oklahoma 

FOLKS GAVE US THEIR 
HOUSEKEYS YEARS AGO 



Owned and Operated by 

THE OKLAHOMA PUBLISHING CO. 

The Daily Oklahoman • Oklahoma City Times 

The Farmer-Stockman • WKY Radio 

WSFA-TV, Montgomery, Ala. 

Represented by THE KATZ AGENCY, INC. 




REPORT TO SPONSORS for 17 September !».»« 

(Couf iiiu<*<f from |)<i<;<» 2) 



Kent steps out 
on Hit Parader 



TvB dramatizes 
new daytime tv 
dimensions 



NBC upheaval 
affects 3 v.p.'s 



Can pre-emption 
lose voters? 



Poll-O-Meter 
needs sampling 
development 



Lorillard's stepping up the D-day of its new Kent campaign through 
Y & R has all the earmarks of a competi t or beating another to the 
punch. The obvious target is Ame r ican Tobacco, which recently re- 
vealed it was putting a filter of its own on the market, supposed to 
be the Hit Farader. Meantime American — keeping its plans closely 
under wraps — had drawn up a blueprint for air testing. Lorillard 
anticipated this campaign by moving faster than it had originally 
figured. It broke its announcement 7 September that (1) the price of 
Kent was being cut 4 to 50 retail and (2) a saturation air media and 
newspaper campaign on this would be launched 18 September. The Kent 
splurge runs for minimum of 8 week, using around 120 tv and radio 
markets. Ranks as biggest campaign for Kent and the billings are 
estimated to go well over $3 million for air and print. Kent's using 
a new animated commercial and new jingle. Lorillard is also reported 
to be readying a mentholated brand. Suggested reason for Kent's price 
cut: after a skyrocketing start, the filter hasn't been doing so well. 

-SR- 

Indications that television is girding itself for an aggressive cam- 
paign to sell daytime facilities: TvB is exposing to admen a newly 
developed presentation demonstrating the latest dimensions of televi- 
sion's daytime audience. First showing, with Oliver Treyz, TvB presi- 
dent, as mentor, was in Philadelphia last week. Citing Nielsen as 
his source, Treyz said more homes now regularly view tv in the morning 
alone than watched evening tv three years ago. Also in tv homes more 
families view daytime tv in one week than listen to all of radio, 
day and night. He added: "the new Nielsen comparison doesn't make 
radio look small ; it merely puts the new dimensions of daytime tv in 
accurate and dramatic focus." 

-SR- 

Intermediate e xecutive res huffle at NBC affects at least 3 v.p.'s. 
Fred W i le, who came in with Pat Weaver, has resigned as westcoast 
head of programs. Ge orge Frey, in charge of tv network sales, goes to 
SSCS as v.p. in charge of network operations. Richard A. Pinkham, 
in charge of programs, will resign from the network when he returns 
from a European vacation. Frey came to NBC 26 years ago. 

-SR- 

Agencies with pol it ical campaign clie n ts are beginning to show a 
lee riness about pre-emp t ing regularly scheduled tv shows this fall. 
The cause: resentmen t that blanketing of the three networks with con- 
vention coverage had apparently evoked among viewers deprived of 
their favorite shows. These agencies are now wondering whether sub- 
stitution of a full half-hour political program for a high-rated 
commercial show is worth the price of irritating a goodly percentage 
of the tv audience. (See "Is blanket convention coverage an audience 
bust?" page 36. ) 

-SR- 

The Poll-O-Meter could develop into a valuable tool for tv measure- 
ment of audiences, if it solves the statistical problem of sampling 
procedure. The Poll-O-Meter, mounted on a truck chassis, records the 
oscillations of home sets while cruising a neighborhood. From these 
oscillations the channels tuned in are determined. For the device to 
be competitive with A. C. Nielsen's audimeter it is imperative that 
it be flexible enough to furnish accumulative audience figures. 
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Negro radio maturity 

Ncgio radio is one of the hardest 
advertising media to understand. In 
a >ense the advertiser lias to turn so- 
ciologist in order to eoniprehend the 
wavs in which Negroes are different as 
listeners and consumer;- and yet the 
same. 

This is the fifth \ ear in wliieh spon- 
sor has embarked on a task-foree treat- 
ment of Negro radio (which is pub- 
lished this \ear for the first time as a 
completely separate part two to this 
issue I . 

If we could boil down the essence of 
what we have learned about Negro 
radio it would come to this: 

1. The mass-product advertiser who 
feels he reaches Negroes via his regu- 
lar advertising media is quite correct. 
Negroes listen to radio and tv pro- 
grains of all types, read printed media 
of all types. Hut when it prunes to 
Negro radio advertising, people who 
have tried it point out that they get 
better results per dollar spent when 
reaching the Negro via a medium 
which has an accentuated meaning to 
him. As one specialist put it to us. the 



the Negro audience simply represents 
far more customers per each 100 listen- 
ers than the white audience. 

2. Many mass-product advertiser? 
mav have more than average chances 
of selling to Negroes than they would 
to white listeners in the same economic 
circumstances. The Negro spends his 
dollar differently. As an example, he 
mav be restricted to lower-income 
housing b\ social factors thus leaving 
him more money for other purchases. 

It behooves the advertiser in e\ery 
product categon to carefully appraise 
his opportunities with Negroes by 
sludving them as a separate market. 
When you consider that this is a mar- 
ket of 17 million people whose eco- 
nomic standing has risen steadily over 
recent years, you realize that this is no 
case of a fringe minority to be given 
passing attention. 

3. W hen all the differences in the 
circumstances of Negroes have been 
evaluated, in the end you discover that 
he is not so different after all. As far 
as the ways in which he reacts are con- 
cerned, he cannot be sold by fiash- 
in-the-pan gimmicks. He cannot be 
appealed to through eorm attempts at 
"Negro dialect." 

W hat is true for the white consumer 
today is true for the Negro. The ap- 
proach must be based on reason-why. 
on the. promise of providing a tangible 
product benefit. 

For the advertiser who recognizes 
the importance of planning a sound 
marketing strategy among Negroes and 
a sound selling platform. Negro radio 
i? a sales vehicle of dynamic character. 
And it is maturing in programing and 
sales technique. 

It behooves the advertiser himself 
to be increasingly mature in his under- 
standing and use of Negro radio and 



it's our hope that sponsor's fifth Ne- 
gro radio issue will be valuable in 
the stimulation of such understanding. 
* * * 

Impulses to mayhem 

Did you ever get the impulse to 
pound on your radio or television set 
with a hammer? We did recently and 
twice in one week. 

Hammer impulse number 1: We 
were driving home from the office one 
evening and listening to the car radio. 
In quick succession we heard an arrest- 
ing news commentary as forthright and 
stimulating as any thing we've read or 
listened to lately: an informative set 
of questions and answers on the elec- 
tion: and a report from Moscow on the 
insurance Russian citizens can and 
cannot buy. It made the drive home a 
pleasure. Why the hammer then? 

Simply because there was all this 
»ood radio listening on the air at a 
time when we're not accustomed to 
listen: it bad been going by. wasted as 
far as we were concerned, because no- 
body had sold us on listening. The 
programs referred to here happen to 
be on the NHC radio network. But on 
each of the networks and on hundreds 
of stations across the country there is 
radio to be found of a quality un- 
dreamed of just a few years ago. 

Hammer impulse number 2: WV 
watched a children's program in the 
afternoon. And we were shocked. The 
commercials were sophisticated, per- 
haps enough so to enthrall a roomful 
of art directors. Hut they did not speak 
to children. They could not have 
spoken to children unless since our 
\outh the nation's kids have izraduated 
to the lev el of Museum of Modern Art 
devotees. We wonder just how much 
the desire to be different is motivating 
some of the agencies and their clients. 



Applause 



Salon pioneering 

When a company grows, a> Slen- 
derella did, from a 63-salon to an ISO- 
salon chain in less than two \ears. 
applause is certainlv indicated. Hut 
vvc point to Slenderella Co. and its 
founder and president. Larry Mack, 
not only for its success, but for the 
maimer in which he capitalized crea- 
tively (via Management \ssociates of 
Loimectient I on the selling power and 



tremendous coverage of the air media. 

W e first v isited Slenderella a couple 
of years ago. when the company, 
against the trend of the moment, put 
over half of its $500,000 advertising 
budget into spot radio. Larry Mack 
applied the simple philosophy that 
women would listen to men where their 
looks were concerned and bought as 
many local male radio personalities to 
talk to women as his budget at the 
time would permit. This \ ear. he plans 



to spend $0 million in radio and tv 
alone to increase the business in his 
150 salons. 

It's our feeding that Larry Mack has 
understood a fundamental concept of 
business today and we applaud him for 
it: The opportunities for business suc- 
cess in this country are as great as 
Mack's post-war enterprise demon- 
strated. Hut the frontiers for outstand- 
ing growth today are reached through 
the creative application of advertising. 
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THE WHOLE TRUTH 

(NOT 1/2 TRUTHS) 

about who's 
watching who* 
in Kansas City 



FACT NO. 1 More ARB quarter-hour firsts for KCMO-TV 

KCMO-TV 264 Channel 5 

Station B 137 
Station C 113 



As surveyed by 
ARB, July 1956 



More PULSE quarter-hour firsts for KCMO-TV 
KCMO-TV 261 Channel 5 

Station B 158 As ""^yed by 

PULSE, 
July 1956 



Station C 



50 



More NIELSEN quarter-hour firsts for KCMO-TV 
KCMO-TV 225 Channel 5 

Station B 137 As surveyed by 

NIELSEN, 

Station C 131 juiy 1956 



^Particularly KCMO-TV, telecasting at full power 
from the world's tallest self-supportln(i tower. 



KCMO-TV 



KANSAS CITY 



ONE OF MEREDITH'S BIG 4 



ALL-FAMILY STATIONS 



C \ C 



RADIO 

81 0 kc. 
CBS 




CBS 



lipittiitltd by K A T 2 AGENCY INC 



RADIO 

590 kc. \ Channel 6 
CBS \ CBS 

JOHN BIAIS I CO. ft I A I ft TV, INC 



MEREDITH RadC* <utd letewti*<t STATIONS 

affiliated with Better Homes and Gardens and Successful Farming magazines 




W EH -TV Joins the exclusive group of top 
TV stations represented by 



YOUNG TELEVISION COR 

TELEVISION STATION REPRESENTATION 

'New York • Chicago ■ St. Louis • San Francisco Los Angeles Boston 

home office: 477 Madison Avenue. New York 22. New York 

\ 
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FIFTH ANNUAL NEGRO RADIO ISSUE 




OF THE 

MEMPHIS 
RADE AREA 
IS 



lecpro 

and the only way 
i reach them is with 

VDIA 



\>1 



10? 



COVERS THE "GOLDEN MARKET" OF 1,230,724 NEGROES — 
'EARLY 1/1 OTH OF AMERICA'S TOTAL NEGRO POPULATION! 
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1 NEGRO RADIO'S 
MARKETING ROLE 

Fact? on t lie Negro 
market anil lip-, mi 
how in reach ii 

PAGE 3 



THE STATUS OF 
NEGRO-APPEAL RADIO 

Program and wiling 
trend-, cii> t >!><■- 
and -lation pattern* 

PAGE 6 

Data chart- pain- ]."> 



RADIO SURVEY OF 
NEGRO MARKET 

John V.. Pear-on Co. 
offer- buyers new 
market analyses 

page 9 



CASE HISTORIES OF 
NATIONAL ACCOUNTS 

\genc\ and client people 
outline their method- 
of reaching Negroe- 
page io 



CASE HISTORIES ON 
LOCAL ADVERTISERS 

Nation?- report 
»ucee»*es of Negro 
radio at local h-ud 

PAGE 12 



WUAb Philadelphia's Most POWERFUL and Q_NL^ 
Fully Programmed NEGRO STATION 



Ratings 



Each and 



every one of 



these Top Personalities 



has ti 



\e 



highest rated Neero 



program in 



Philadelphia 



(PULSE JUNE 1956) 



WDAS 



The Leader 



all day 



and night 




Mitch Thomai / 30 4 00 P M 





SOME OF THE NATIONAL 
AND REGIONAL USERS OF 
WDAS NEGRO ARE: 

BC Remedy 
Black Draught 
Camels 

Carnation Milk 
Dolcin 

Drano-Windex 

Ex-Lax 

Feenamint 

Ford 

Gillette 

Hires 

Italian Swiss Colony 

Jello 

Kreys 

Lit Bros. 

Lucky Strike 

Lydia Pinkham 

Manischewitz 

Mrs. Filbert's Margarine 

Mrs. Schlorers Mayonnaise 

Old Gold 

Ortliebs Beer 

Parks Sausage 

Pepsi-Cola 

Pet Milk 

P.S.F.S. 

Pio Wine 

Quaker Oats 

Rem & R e | 

Schmidt's Beer 

666 

Snows Clam Chowder 
Stanback 

Strawbridge & Clothier 

Sulfur 8 

Sunbeam Bread 

Tetley Tea 

Thorn McAn Shoes 

Vaseline 

John Wanamakcr 
Wrigleys 

WDAS 

The voice of imerica's third 
largest \cpro market a population 
o) over 600.000 brand- conscious 
consumers uitb a spendable annual 
income oi < 100.000.000 



REPRESENTED NATIONALLY BY 
JOHN E. PEARSON CO. 



When You Buy 

WILY 



Pittsburgh 



It's Just Like 
Buying 
THE 
ONLY 
STATION 
IN A 
CITY 
OF 
200,000! 



WILY (and ONLY WILY) 
serves the Pittsburgh 
Negro community . . . 

WILY showed the biggest 
audience increase of 
any Pittsburgh station 
in the past 12 months.* 

WILY listeners listen 
longer* and harder 
than listeners to any 
other Pittsburgh station. 

Bernie Howard of 
STARS NATIONAL 
(N.Y. Phone PL 8-0555) 
Has the FULL STORY. 

WILY 

The Station That SELLS 
in Pittsburgh! 

John W. Kluge 
President 

Ernie Tannen 

Vice-President & General Mangaer 



1000 Watts 
*Guidepost Research 



1080 K.C. 
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Now erf last . . . 

The ANSWER to the 

Indianapolis 

PROBLEM! 



When your 
salesmanager 
says: 



"100,000 NEGROES 
in this rich market 
-is there any way 
we can reach them?" 

Now you 
can say: 

W G E E 

5000 WATTS 



The FIRST and Op 
Negro programming 
in Indianapolis 
• 

Another great Rollins 
Station, reaching 
Negroes with real 
buying power! 



ROLLINS BROADCASTING, INC. 

National Sales Mgr. Craeme Zimmer 
New York Office: 565 Fifth Ave. EL 5-1515 
Chicago: 6205 S. Cottage Crove Ave. NO 7-4124 
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C S A N FRANCISCO 

delivers the Bay Area Negro Market an 
EXTRA $1,000,000 in daily income to 

COMPLETE your 

4 ikiL S. F. BAY AREA 
" onl y ^ V^I mM/ coverage 



riraro 



^1 

^PERSONALITIES 4 




S ^MERCHANDISING * 






(4 LEADING 
NATIONAL 

D. J.'s) 




• Movie Trailers 

• Direct Mail ^ 

• Point of Purchase Displays ^ 

• Taxi Cabs 

• Personality Endorsements 





% 



KSAN 



STUDIOS AND OFFICES 

MArket 1-8171 • 1111 Market Street • San Francisco, Calif. 

(Owner and Operator of KSAN-TV ... Channel 32) 

Capture this Rich EXTRA Market 
J?0P FREE • • I Len Cinnamond, Manager 

brochure: write, wire, phone 

Stars National, Inc. 
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THE NEGRO MARKET 




NEGRO FAMILY spends mere for food than white family at same income 
level. V'CLY Cincinnati's George White with shoppers at Kroger opening 



NEGRO RADIO'S 



MARKETING ROLE 



BUYERS FIND NEW' W AYS TO USE MASS 



RADIO FOR THIS SPECIALIZED MARKET 




POWER of Negro radio is in community relations. DJ 
Theo Wade, WDIA, Memphis, helps crippled child into 
school bus. Station supplies buses, helped found first school 



A^n increasing number of advertisers 
are projecting their sales messages to 
the Negro market via so-termed Negro 
radio. And the biggest gain today is 
among major national advertisers — 
the companies which make products 
with a general, mass appeal. 

The) "re turning to Negro radio for 
very sepeific reasons. It gets an audi- 
ence, it convinces them, it sells them. 
Radio inherently is the most massive 
of the mass media because it reaches 
into more homes than any other meth- 
od of communication. 

Negro radio, specifically designed to 



Project editor: Jane I'inkerlon 

teach a market within a market, has a 
dual-edged advantage which advertisers 
are recognizing with increasing fre- 
quency—and added conviction. This 
dual-edged and unique advantage: 
being able to reach a segment of the 



• This fifth annual SPONSOR report 
on i\egro radio is the first to be pub- 
lished as a separate issue, reflecting 
greatly increased interest in Xegro ra- 
dio since sponsor first covered this 
growing and vital market in its 1949 
article "The forgotten 15 million." 



mass audience with mass communica- 
tion techniques. 

Supplemental to this marketing 
basic is the fact that radio offers a 
warmth and a personality, via the 
spoken word and its local performers, 
which are of special importance to the 
advertiser seeking a positi\e response 
from a specialized audience. 

^ et the Negro market is a paradox. 
The reasons it is paradoxical are the 
same reasons win main an advertiser 
is confused a< to bow to advertise to 
the Negro market, and how to use 
Negro-appeal radio to sell his product. 
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ON K(_Ch 




Home Exposition di-play of K.C0I1, Houston, 
promote* sponsors and station to the public 




The seeming inconsistency in analy- 
sis of the Negro market boils down to 
this: The Negro is different from the 
while person . . . and yet he isn't. The 
Negro market is a specialized market 
. . . \ et it s also a nra>s market. People 
are people, and respond to the same 
appeals and are driven by the same 
motivations, regardless of their color. 

And yet Negroes, because of their 
unique experience as a minority group 
must he approached in a tailor-made 
kind ol way. 

National advertiser*, in the main, 
are farther removed from the feeling 
of the Negro community than most 
regional and local accounts. Geogra- 
phy and contact are the simple answer. 
Advertisers, to reach and to sell the 
massive Negro market, must know r the 
difference and the sameness of that 



market and consider (hem carefully. 

An increasing number of national 
advertisers and. particularly, of gen- 
eral product advertisers, are buying 
radio to reach the Negro market. For 
many years, the national accounts mak- 
ing merchandise of obvious appeal to 
Negroes have advertised consistently 
and successfully via Negro-appeal ra- 
dio. It's just in recent years that the 
automobile manufacturers, the cigar- 
ette companies, the general food prod- 
ucts makers have started to make a 
specific appeal to the most specialized 
of mass markets — the 17 million Ne- 
groes. 

SPONSOR queried many representa- 
tives of advertising agencies and client 
companies, visiting executives along 
Radio Row in New 7 York City and 
Chicago, where the buying power is 



concentrated. Queried, too. were Ne- 
gro marketing consultants, specialists 
in their knowledge of the people in the 
market and how advertisers can reach 
them. 

This report is a compendium of 
what they had to say. Their counsel 
primarily concerns two subjects. The 
first — why the advertiser is missing a 
bet in rrot advertising to the Negro. 
The second — what the buyer of Negro 
radio can keep in mind to make that 
time and talent purchase most effective 
in moving merchandise. 

Tire Negro is different, but it isn't 
his color which makes him that way. 
lies different because of his personal 
experiences, his associations and his 
psychology . All these factors influence 
such marketing factors as buying mo- 
tivation, brand loyalty and product 



Radio is integrated into patterns of Negro community and its people 



rf 



rv) 



} otrrs in Texas pay their poll taxes to a collector in mo- 
bile unit sent to Negro neighborhoods by kAOk, Fort Worth 





civ mrJ'MVM- ■ 



S'/fO crouds go to Harlem's 
Apollo for W W HI,. \. Y. >how 





11 fr-&-W 
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Sports cars, station wagon are sent out as mo- 
bile units by .Mgr. Morse, KW'BR. Oakland. Cal. 
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10 people attended 2nd 
I'ersary celebration 
[ANV, Slireveport, La. 



[ 

preference. They stem from the Ne- 
gro's role as a member of a minority 
group. 

Only recently has the Negro gained 
experience in economics, in the day-to- 
day practice of barter and exchange, 
is the way Leonard Evans puts it. 
Evans, a consultant to agencies and 
advertisers in Chicago, says this in- 
experience encouraged "imitation"- — 
the process by which the naive Negro 
bought the same items the white people 
around him did. 

"Many national advertisers have en- 
joyed these imitative sales without ad- 
vertising," he says, but now "for the 
first time the Negro is beginning to 
exercise bis freedom of choice." He's 
learning about competitive brands of 
the same basic quality, and he's buy- 
ing them. 

The Negro market ean make the 
margin of difference between top and 
second position in any field, he asserts. 
"A slight shift of only 50.000 Negroes 
in the direction of Ford would have 
made it the leader over Chevrolet. The 
same is true for Budvveiser and Schlitz 
— and any other national advertiser," 
(Please turn to page 20) 




$64,000 it-inner, spelling champion Gloria 
Loekennan, headlines Baltimore event, WEBB 
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Negro populations of 25,000 and over* 



NEGRO 

TOTAL NEGRO % PROP. TO 

AREA POPULATION POPULATION NEGRO TOTAL 



Total 60 areas 


58,998, 1 5 1 


7,111,105 


12. 1 


1 


to 


8 


Over 300,000 














New York 


12,911,091 


1,013,124 


7.9 


1 


1.1 


13 


New York Portion 


9,555.9 13 


820,227 


8.0 


1 


to 


12 


New Jersey Portion 


3,356.051 


193,197 


5.8 


1 


to 


17 


Chicago 


5.195,361 


586,598 


10.7 


1 


to 


10 


Philadelphia 


3,671,018 


180.075 


13.1 


1 


to 


8 


Detroit 


3,016,197 


357,800 


11.9 


1 


to 


10 


Washington 


1,161,089 


337,757 


23.1 


1 


to 


4 



200,000 to 299,999 

Baltimore 1,337,373 265,415 19.8 1 to 5 

Los Angeles 4,367,911 218,770 5.0 1 to 20 

St. Louis 1,681,281 215,436 12.8 1 to 8 

Birmingham 558,928 208,459 37.3 1 to 3 



100,000 to 199,999 



New Orleans 


685,527 


199,527 


21.0 


1 


to 


4 


Memphis 


482.393 


180,002 


37.3 


1 


to 


3 


Atlanta 


671.797 


165,591 


24.6 


1 


10 


4 


Cleveland 


1,165,511 


152.118 


10.4 


1 


to 


10 


Houston 


806,701 


149,286 


18.5 


1 


tc 


5 


San Francisco 


2,240,767 


147,223 


6.6 


1 


to 


12 


Pittsburgh 


2,213,236 


136,285 


6.2 


1 


t 


15 


Norfolk-Port -mouth 


446.200 


121,854 


27.3 


1 


to 


! 



50,000 to 99,999 



Cincinnati 


904,402 


95,059 


10.5 


1 to 


10 


Kansas City 


814,357 


87,483 


10.7 


1 to 


10 


Richmond 


328,050 


87,087 


26.5 


1 to 


1 


Dallas 


614,799 


82,922 


13.5 


1 to 


8 


Jacksonville 


304,029 


81,618 


26.9 


1 to 


4 


.Mobile 


231,105 


77,591 


33.6 


1 to 


3 


Charleston, S. C. 


164,856 


68,268 


41.4 


1 to 


1 


Slireveport 


176,547 


66,361 


37.6 


1 to 


3 


Louisville 


576,900 


66,265 


11.5 


1 to 


10 


Indianapolis 


551,777 


65.010 


11.8 


1 to 


10 


Miami 


242,101 


64,9 17 


13.1 


1 to 


8 


Nashville 


321,758 


64,381 


20.1 


1 to 


5 


Jackson 


142,164 


63,888 


44.9 


1 to 


2 


Montgomery 


138,965 


60,952 


43.6 


1 to 


2 


Savannah 


151,481 


58,450 


38.6 


1 to 


3 


Tampa-St. Petersburg 


409,143 


56,895 


13.9 


1 to 


8 


Augusta. Ga. 


162,013 


55,824 


24.6 


1 to 


3 


Columbia, S. C. 


170,541 


53.544 


31.1 


1 to 


3 


Baton Rouge 


158,236 


52,262 


33.1 


1 to 


3 


Columbus, Ohio 


503,410 


51,636 


10.3 


1 to 


10 


Boston 


2,369,986 


51,568 


2.2 


1 to 


16 


Columbus, Ga. 


142,565 


50,462 


35.4 


1 to 


3 



25,000 to 49,999 



Charlotte, N. C. 


197,052 


49,923 


25.3 


1 to 


4 


Macon 


135,043 


48,219 


35.7 


1 to 


3 


Little Rock 


196,685 


47,131 


24.0 


1 to 


1 


Chattanooga 


246.453 


44,814 


18.1 


1 to 


") 


Buffalo 


1.089.230 


41,269 


4.1 


1 to 


21 


Beaumont-Port Arthur 


195,083 


44,122 


22.6 


1 to 


5 


Dayton 


147,333 


42,718 


9.3 


1 to 


10 


Winston-Salem 


146.135 


41,102 


28.3 


1 to 


1 


Raleigh 


136,150 


39,949 


29.3 


1 to 


3 


Fort Worth 


361,253 


39,674 


11.0 


1 to 


10 


Greensboro- High Point 


191,057 


37,264 


19.5 


1 to 


a 


^ oungstown 


528.498 


35.006 


6.6 


1 to 


15 


Durham. N. C. 


101.639 


33.781 


33.2 


1 to 


3 


San Antonio 


500.640 


32,565 


6.5 


1 to 


1.. 


Wilmington. Del. 


268,387 


31,913 


11.9 


1 to 


10 


Greenville, S. (".. 


168,152 


31,478 


18.7 


1 to 


5 


Charleston, W. Ya. 


322.072 


27.061 


8.4 


1 to 


12 


Toledo 


395.551 


26,500 


6.7 


1 to 


15 


Akron 


110.032 


26,379 


6.4 


1 to 


15 


Knoxville 


337,105 


26,095 


i . i 


1 to 


14 


Oklahoma City 


325.352 


25.989 


8.0 


1 to 


12 


* Based on U. S. Census 


Bureau computations. 


1950 










HEADING FOR MATURITY states mu 



OF EXPANDING NEGRO MARKET AND ITS NEED FOR SERVICE 



N egroes and Negro radio — have 
been around a long lime. They're 
bolh getting closer scrutiny from mar- 
keters and admen these days, however. 

Seventeen million Negroes, with an 
estimated annual income of $15 billion, 
warrant a closer marketing appraisal. 
And Negro radio, reaching most of 
the people in this mass market in the 
course of a week, is getting a much 
closer ad\ertising appraisal. 

SPONSOR has tried to make this gen- 
eral reappraisal of Negro radio a bit 
easier for advertising asrents and for 
clients. It queried 710 radio stations 
who reported some lypc of Negro 
programing early this \ear to spon- 
sor's Buyers' Guide. The. questions, 
more than 50 in all, were answered in 
time-consuming detail bv 220 of these 
radio stations carrying programing of 
direct appeal lo Negroes. 

Some of the icsults of these ques- 
tionnaires ai" detailed in the chart 
which begins on page 15. Others will 
be covered in this status report on 
the size and scope of Negro radio 
lodas. I he spec ifics, in combination 
with the gcnciali/.atioiis. we hope will 
ser\c a- yardstick* lo media men in 



the measurement of Negro radio. 

In both analyses, sponsor's editors 
believe generalizations, supported by 
specifics, can provide an index to ad- 
vertiser buying and station selling. 
These generalizations point to one 
over-all conclusion: Negro Radio is 
far past the toddler stage. It's emerg- 
ing from the nervous adolescent period 
lo one of ealm maturity. 

Here's the quantitative profile of 
the 220 radio stations responding to 
the six-page SPONSOR questionnaire. 

Most of the stations broadcasting 
Negro-appeal radio programing are 
independents. As the number of net- 
work hours carried decreases, the num- 
ber of Negro-appeal hours increase*.. 
Station management seems to believe 
that the more local the character and 
the personality of the station, the more 
convincing the appeal to local groups. 
Mans of the stations report full-time 
Negro programing as much as 1<> 
hours a daj ever) das of the week. 
Others, combining programing of sari- 
ous community appeals, ssill slot as 
little as one hour sveekls . 

Negro stations range in posser from 
250 svatt lo 50 ksv. ssith the balance 



concentrated in the 250 watl and 1 k\s T 
group. Some 49% of the outlets re- 
sponding are 1 ks\ T : 31/?, 250 watt : 
111, 5 kw: 4% . 10 ksv. and 21. 
50 kw. 

The average Negro-appeal station 
carries 109 hours of programing 
weekh. of which 31.5 hours — or 28' I 
— is directed tossard the Negro audi- 
ence. Of those stations reporting on 
the number of Negro-appeal hours 
ssbich ssere sponsored, the average 
was 24 hours. 

Most of these stations, as strong 
local operations independent of net- 
work affiliation, report the bulk of 
their sales lo local accounts. Averages, 
again: analysis of those stations re- 
porting on local, regional and national 
adsertisers shosvs the typical station 
carries 77' '< of its business from local 
advertisers. 10' \ from regional ac- 
counts and 13'( from national ac- 
counts. The range, of course, shosss 
great sanation. Mans of these Ne^ro- 
appeal stations are sold 100'i to local 
advertisers. Others, particularly those 
ssith more power and a stronger signal 
reaching into a greater coverage area, 
ssill base a proportion which shosss 
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Local personalities are key to Negro audience gains 



Jockey in action al UUK.N (!hica™o, 
is Kichanl Stams mi his Open Door 



-tiro broadcast hours weekly at 
r, Phila., i- kae Williams' stinl 



)CRAMS MEET CHALLENGE 





Knottier Joe Wfiv. WI.OK. Mem- 
phis, pives concert for full house 



Karolyn, with Kitchen Club on W'OKJ, 
Jackson, Miss., outpulls Godfrey show 




BO'/t of the business originating 
nationally . 

The most popular type of program- 
ing in the ±\egro community is the 
disk jocke\ show, or some variation 
of it. Music is an important part of 
Negro life, and in many instances it 
takes the form of Negro spirituals or 
religious music programs. In almost 
all cases, however. Negro-appeal pro- 
graming features a personality who has 
a strong identification with listeners. 

This pattern of using a popular 
personality extends to all t\pes of 
programing — news, homemaking, vari- 
ety, chatter. The Negro responds to 
the appeal of a local personality even 
more directly and more intensively' 
than docs the white audience. Mar- 
keters use a \aricty of words to de- 
scribe this — empathy, rapport, sym- 
pathy, identification. The advertising 
concept of strong identification is 
nothing new . Hut the depth and type 
of response, loyalty and identification 
seen among Negro listeners is unique. 

Qualitative areas: It's when you get 
into these areas of personality, of 
responsive patterns that the emphasis 



and the analysis shifts from the quan- 
titative to the qualitative. 

There's no disputing the facts that 
(] ) there are some 17 million Negroes, 
(2 1 that about 95% of them have 
radios. (31 that most of them listen 
to radio at one time or another and 
that (4) many advertisers are now 
trying to sell their goods and services 
to this particular market. The two 
plus two equals four is easy to figure. 

After this premise, however, come 
such questions as: 

Why do Negroes listen? Why do 
they buy — or not buy? How do you 
reach them? How do you know they 
lcpresent an important sales target in 
a given community? How much 
mone\ do they have to spend? 

Only generalizations will serve here. 
Each market differs, as docs each radio 
station and each listener. 

Here arc some of the over-all trends 
in Negro radio which sponsor has 
found predominant in its study of the 
medium. 

Negro-appeal radio stations are de- 
veloping their own personalities. 

It's old hat that people respond to 
that with which thev associate them- 



selves But it s a newer hat among 
many radio stations which want to 
reach particular segments of their 
total listening audience or which want 
to concentrate on only one segment. 

Ernie Tinmen, v. p. and general man- 
ager of WILY. Pittsburgh, puts it this 
way : 

"One of the greatest weaknesses on 
radio today is the anomymity of most 
stations. E\erybody is going music 
and news, yet the music is the same 
and the news is the same on most 
stations. As a result, many stations 
are tuned in — but few are listened to. 

"But this is certainh not the ease 
in Negro radio. T have suggested to 
one of the major rating services that 
they attempt to measure the degree of 
listening intensity. Thev told nie this 
was impractical, though I don't think 
it is. 

The type of listening intensity, and 
personal identification which means 
audience and sales is epitomized by 
the acknowledged pace-setter in Negro 
radio. WD1A, Memphis. Since 1918. 
WD1A has broadcast a full schedule 
lo and for Negroes only. It hires only 
Nem o talent, including announcers and 
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Krister parade in Baltimore, with 
fashion contc-t, was W*>J L) event 





Fans iirevt I lopp\ \dams, \X'A!\\, An 
napolis, at site of ("airs lieaeh remoti 



Hoy Scouts cite Hilda Simms. Ladies Day com- 
mentator, WOV, N. V., for Harlem fund efTort 



disk jockey.- a.- well us live and re- 
corded vocal and instrumental soloists, 
quartets, groups and bands. 

\s an example of ils tune-in: A 
hpical Pulse survey shows the station 
with 69 firsts, two seconds and one 
fourth out of a total of 72 quarter- 
hours from 0 a.m. to midnight, re- 
ports Manager Pert Ferguson. He sees 
I his tune-in as a direct result of the 
station hav ing developed its own local 
personality. It has become a part of 
the local Negro comimmih. and to 
gain this position as well as to en- 
hance it \YI)1 A sponsors Little 
League baseball learn, a "Negro Mardi 
Gias and many other conunimitv 
events which improve the lives of its 
Negro listening audience. 

Ferguson reports on a typical YYDI A 
Goodwill project, and ils outcome. 

"A little crippled girl went to school 
for the firsl time in her life last Sep- 
I ember. She was retiring, sh\ . had no 
confidence in her ability, and little 
reason for optimism about the future. 
After being carried into the WDI A 
Goodwill bus by one of our air per- 
sonalities fou i times a da\ for scleral 
weeks for the ride to school and back, 
she was a completely different young 
lady wilh a bright smile, a warmth 
for people and wilh a glow of optimism 
which had been nowhere in evidence 
before. Picture for a moment I lie 
molher of that child, m ill i ply that bv 
do/ens of others also effected b\ this 



program and you will have some con- 
ception of the tremendous impact all 
this has had." 

Despite its dominance in the total 
Memphis radio market. \\ Dl A attracts 
an estimated 90 "Negroes in even 100 
listerners. \t any given time, some 
200 accounts use the, station's facilities, 
of v\hieli 45% represent national busi- 
ness, 45%, local and 10%. regional. 

1 1 are Aegro proiirttminti: The 

amount of \egro-appcal programing 
is on the rise. 

Most stations report the number of 
hours in which thev program to Ne- 
groes is steady or increasing. 

If it's steady, the biggest reason is 
because schedules are already filled! 
If such programing is increasing it's 
because station management realizes 
the potential of the .Negro market and 
is servicing it in response to advertiser 
interest. 

\Y\0K, Baton Kouge. La., reports 
thai in 1953 and 1954 ils programing 
was 50' .'( hillbilly and 50% Negro, 
whereas today the balance is J{5 r < 
Negro and 15% hillbilly. Some 99',' 
of ils programing is disk jockey, and 
75 of its 90 weekly broadcast hours are 
directed to the Negro audience. 

Programing at KPHS. Kansas City, 
Mo., typifies the schedule which re- 
mains on a steady plateau. The rea- 
son: the daytime only slalion has a 
limited number of hours in which to 



program. Vet its a 100% .Negro- 
appeal station for the 84 hours it is 
on the air even week. Its manager 
Edward H. Pate, reports the city is 
becoming integrated. 

And he characterizes the Negro 
community in all parts of the country: 
"\\ hat uas last year is not true today." 
The Negro market is an ever-changing 
one. 

Jack R. Howard, commercial man- 
ager of KGKO. Dallas, agrees. ''We 
arc completely satisfied with our Ne- 
gro programing. Not only is it profit- 
able and growing, but it is an easily 
handled program requiring none of 
the vast preparation one sometimes 
encounters in regular programing." 

He cites the power of a local Negro 
personality, who can have the abilit\ 
*'to clown with the best but still main- 
tain the dignity that the Negro audi- 
ence in our area prefers." 

Music hits the jaekpol among Negro 
listeners. 

Typical of all-Negro-appeal stations 
is WJL1). Piiriniugham, Ala., which 
emphasizes music programing. It's 
atypical, however, in that ils entire 
schedule of 132 hours weekly is Negro 
programing and 91'? of ibis pro- 
graming involves some kind of music. 

Some '10' J of its program schedule 
features a disk jockey spinning rhythm- 
and-blnes and popular music: 17% 
presents a disk jockey in spiritual and 
[Please turn, to page 29) 
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l\EW STUDY: Dick Allen, 1, sis. dev. mgr., John E. Pearson Co., previews Negro market survey before, 1 to r. Owner 
John Pearson; Herb Stott, med. dir., Harry B. Cohen agency, N.Y.C.: Bub Kelly, Cohen t.b. : R. F. Ilenzc Jr.. JEPCO v. p. 



^^SELLING TREND 

SIGNPOST ON ROAD TO MATURITY 

NEWEST MOVE IN THE RADIO INDUSTRY TOWARD COLLECTION OF BASIC 
MARKET DATA FOR BUYERS IS MADE BY PEARSON STATION REP FIRM 



IT he buying and selling techniques 
of Negro radio are maturing as the 
Negro market itself matures. Buyers 
and sellers are becoming more profes- 
sional, and their w ork is more interre- 
lated as they comprehend the growth 
and the stature of the market which 
encompasses 17 million Americans. 

One of the more overt manifesta- 
tions of this maturity is the surging in- 
terest in market data. Radio station 
management people, station represen- 
tatives, agenc) personnel and clients 
all are more conscious of the need for 
market data. They're hungry for it. 

One of the biggest — and most re- 
cent moves — in the direction of ap- 
peasing this marketing hunger is being 
taken by the John E. Pearson Co. ,-ta- 



tion representative firm. Lnder the 
direction of Pearson at New York 
headquarters, the firm is launching two 
\egro-radio projects which will feed 
market-hungry buyers. 

First, it is completing an all-encom- 
passing presentation of the national 
Negro market, with specific county-by- 
county data. Second, it is readying 
a package sales plan by which the 13 
Negro-appeal radio stations represented 
by JEPCO will be purchased by a na- 
tional advertiser with one contract. 
The one buy. says Pearson, would 
gain a potential audience of 43.7% of 
the Negro population. 

The over-all presentation provides 
measurement of the Negro market and, 
by indirection, measurement of a large 



portion of Negro radio. This study is 
based on research compiled by Sam 
Fitzsimmons, a New York consultant 
on the Negro market. 

It will be shown to advertising agen- 
cies and advertisers, and the informa- 
tion from it will be available to agency 
and client executives without charge. 
The basic Negro market data includes 
the following: 

1. A l\S. county outline map show- 
ing the Negro population in counties 
with 500 or more Negroes. 

2. An overlay map showing the top 
52 retail trading area-^ in terms of 
Negro population. 

3. Overlay map showing the cover- 
age of the 13 JEPCO Negro stations. 

(Please turn to page 41) 
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NATIONAL AND REGIONAL CASE HISTORIES 



HOW NATIONAL 
CLIENTS USE NEGRO RADIO 

EVER-WIDENING RANGE OE NAT ION AE ADVERTISERS IS BUYING 
RADIO TAILOR-MADE TO THEIR NEGRO MARKET NEEDS 



M'onsok talked with agency and client 
people in the nation's tiro biggest bay- 
ing centers. Mew York and Chicago, to 
find out why they use Xegro-appeal ra- 
dio and how they use it. The follow- 
ing summaries present the contrasting 
radio advertising techniques of soft 
and hard goods, small and large manu- 
facturers, general and specialized- 
appeal items. All have one goal: to 
sell merchandise to members of the 
Negro community via radio. 

Food product: Quaker Oats, Chica- 
go, for its \unt Jemima Family Flour, 
has purchased Xegro-appeal radio for 
more lhan five years — and every year 
its advertising appropriation has heen 
increased. Today, Clinton F. Frank 
ageiicv, Chicago, which services the 
\unt Jemima account, buys announce- 
ment schedules in 35 markets, an in- 
crease from the 25 carried last year. 

Jack L. Matthews, media director of 
the agent - }', explains the buying phi- 
losoph\ this wa\ : 

"Negroes consume ahout twice as 
much flour a^ do whiles. Why? For 
one thing, it s economical, and it's less 
of an investment for them to make 
their own biscuits than to use a pre- 
pared mix. Negroes, generally, eat 
more starches and in a varictv of 
forms than whiles do. 

"We use local personalities, because 
local performers are even more im- 
portant to Negroes lhan to whites. 
These local personalities have more 
influence. proportionately, among 



most members of a minority group. ' 

Some of the Quaker Oats principles 
for buying Negro market radio: 

• Buy in "sufficient quantity ." in this 
case a combination of fire- to 15- 
minutc programs supplemented by an- 
nouncements. 

• Concentrate the advertising em- 
phasis on Thursday and Friday before 
weekend shopping. 

• Maintain 52-wcek schedules on all 
stations, and add stations for the 
heavy season from September through 
March. 

• F>uy daytime radio, preferably 
early-morning, because in one out of 
three Negro families both the husband 
and the wife work. 

• Use a copy platform rather than "a 
cold, hard mm ipl" so that the personali- 
ty can adopt the outline to his own "in- 
imitable style.'' 

• Use an on-the-air signature, which 
in Quaker Oats' case is an original 
jingle with colored audience appeal. 
This is used in conjunction with all 
announcements and programs to iden- 
tify the flour. 

Insistent on buving in sufficient 
quantity, Matthews says "if we don't 
have enough money to buy good sched- 
ules in three markets, Ave put all the 
money in one market." 

Most of Quaker Oats' fne-. 10- and 
15-minute program segments are 
spotted in gospel or spiritual pro- 
grams. "They arc the most productive 
for us," says Matthews. "Kock-and- 
roll isn't good for a flour product be- 



cause it tends to attract a lot of teen- 
agers. That's the same reason we don't 
buy nighttime. These music shows at 
night pull a big audience, but it s com- 
posed of too many 7 kids. In addition, 
women just aren't flour-minded at 
nighttime ! 

"All in all, we avoid a lot of pat 
rules. We move with the market, and 
with the local need. Our jingle, for 
example, which might be described as 
a sort of spiritual rock-and-roll num- 
ber, is fabulous! It comes in 30- and 
60-second variations. \\ e ll use it alone 
or in combination with a live an- 
nouncement by a personality on our 
shows."' 

Coffer: Thomas J. \\ ebb Coffee, a 
regional account headquartering in 
Chicago and serviced hv the Arthur 
Meverhoff ageiicv there, concentrates 
most of its advertising in the greater 
Chicago metropolitan area. 

It has used Negro radio since early 
this a ear. As a result of ils intensive 
saturation announcement schedules in 
Chicago, it is doubling its Negro radio 
advertising appropriation this fall. The 
schedule: a total of 111 minute com- 
mercials weeklv on six stations. WAIT, 
W'AAF. WGES. WOFA. WBFF and 
\\ SBC, with provision for dealer men- 
tions. 

The radio schedule is backed up 
with special in-store demonstrations in 
such key chains as Sears. Koebuck and 
Co.'s retail food stores, the llillman 
(Please turn to page 42) 
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llmiilri'ils of national and regional accounts are investing heavily in iNtyro-appeal 
radio. Represented in pictures at 1, from the top Winston cigarettes buys Ed Cook, 
'Wassau Daddy" at WL0l\ Louisville. Pet .Milk gets a \\ DAS, Philadelphia display and 
lots of traffic at booth manned by top station personality. Advertisers on WD1A, .Memphis, 
get product exposure before 75.000 people every year who watch stage event such as talent 
search contest. Promotion boost goes to \\ MRY, New Orleans, sponsors with prominent 
li-tings in booth at Negro Stale Fair. See partial li-t of Negro market advertisers below.* 



National-regional accounts on Negro radio 



A & P 

Act-On 

Adam Hats 

Admiral 

Alaga Syrup 

A!faeze 

All 

Almond Joy 
Amco Fence 
American Beer 
American Express 
American Income Insurance 
American Meat Institute 
American Sheep producers 
American Snuff 
Anacin 

Antler Brand Salmon 
Apex Hair Products 
Aqua Filter 
Arrow 77 

Artra Skin Tone Cream 

Ashley Sewing Machine 

Aunt Jemima Flour 

Bacco Wine 

Bake Rite Shortening 

Bankers Life &. Casualty 

Gardahl 

Bardenheir Wine 
Barton's Dyanshine 
Bathrltis 
Bayer Aspirin 
B. C. Remedy 
Bell Telephone 
Bendix 

Bef Mor Cured Meats 
Big Seven Cold Remedy 
Birdseye Frozen Foods 
Blue Bonnet Margarine 
Blue Jay 
Bond Bread 
Borden 

Braumeister Beer 
Breast O'Chicken Tuna 
Brew 102 

Broadway packing Co. 

Bruce Wax and Polish 

Bruton Snuff 

Bubble-Up 

Budweiser 

Buick 

Burger Beer 

Busch Lager 

Cadillac 

Calo Dog Food 

Caloric 

Calotabs 

Calumet Baking Powder 

Camel Cigarettes 

Cameo Starch 

Canada Dry 

Cannon Products 

Carling's Beer 

Carnation Milk 

Carters Little Liver Pills 

Castoria 

Cavalier 

Certo 

Champale 

Charles Antell 

Charter Finance Co. 

Chase &. Sanborn Coffee 

Cheer 

Chesterfield 

Chevrolet 

Chevy Ala Beer 

Chicago Metropolitan Insurance 

China Doll Products 

Chooz 

Cloverleaf Milk 
Coca-Cola 

Coleman Finance Co. 
Colgate Dental Cream 
Colonial Bread 
Contadina 

Continental Trailways 
Copeland Sausage 
Country Club Beer 
Crawford Clothes 
Creomulsion 
Cre-ozets 

Cresyl 110 Gasoline 

Crisco 

Cr&sley 

Dazzle Bleach 
d-Con 

Deep Magic 

DM Mist 

Dixie Beer 

Doancs Pills 

Domino Sugar 

Dr. Caldwell's Laxative 

Dr. Pepper 

Dr. Pierce's Golden Med. Disc. 

Dodgo Dealers 

Donovan Coffee 

Double-Cola 

Dulany Frozen Foods 

Ebony Magazine 

Edelweiss 

Erskine's Triple A 

Esso Standard Oil 

Ex-Lax 

Falstaff Beer 

Farm Crest Bakeries 

Faultless Starch 

Feenamint 

Firestone Products 

Florsheim Shoes 

Flor De Melba Cigars 

Fluffo 

•Reported by radio stations as a cross 



Folgcr's Coffee 
Ford Dealers 
4-Way Cold Tablets 
Frankenmuth Beer and Ale 
Frosty Morn Meats 
Full-O-Pep Foods 
Garrett Snuff 
Gillette 

Gladiola Biscuits 
Gloss 8 

Godchaux Sugar 
Goebel Beer 

Gootz Country Club Malt Liquor 

Gold Medal Flour 

Good Luck Margarine 

Grand Prize Beer 

Greenwood Packing Co. 

Grctz Beer 

Griesedieck Beer 

Gulf Oil 

Gunther Beer 

Hadacol 

Halo 

Happyvale Flour 
Hebrew National Wine 
Heet 

Heinz Baby Food 
Hills Brothers Coffee 
H ires 

Holsum Sunbeam Bread 

Hoyt Sullivan's Hair Products 

Huber's Bread 

Hubig Pies 

Hudepohl Beer 

Hunt's Foods 

Ice Follies 

Illinois Bell Telphone 

Independnt Insurance 

Instant Sanka 

International Harvester 

Italian Lines 

Italian Swiss 

Japaco Meat Products 

Jarre Is 

Javar Coffee 

Jax Beer 

Jell-0 

Jewel Shortening 

Jitr.ey Jungle 

J & J Back Plasters 

Johnson &. Johnson 

Kellogg Corn Flakes 

K &. K Tonic 

Karo Syrup 

Kilpatrick's Bread 

Kool-Ald 

Kraft Mayonnise 

Krey Packing 

Kroger Stores 

L & M 

Ladco Syrup 

Ladies' Home Journal 

Lance Inc. 

Lanolin Plus 

Larieuse Hair Coloring 

Lava Soap 

Life Magazine 

Llghtcrust Flour 

Lincoln- Mercury 

Log Cabin Syrup 

Lone Star Beer 

Lucky Lager Beer 

Lucky Strike 

Lydia Pinkham 

Luzlanne Coffee 

Madera Wine 

Maine Sardines 

Mama's Cookies 

Mann's Potato Chips 

Manischewitz Wine 

Margo Wines 

Mason Root Beer 

Maxwell House Coffee 

Medigum 

Mercury Gasoline 
Mid Florida Gas 
Midwest Milk 
Miller High Life 
Monarch Sewing Machine 
Mounds 

Mrs. Filbert's Margarine 
Muntz Television 
Muriel Cigars 
Murine 

Nadinola Bleaching Cream 
National Bohemian Beer 
Nehi 

Nesbitt Orange 
Nescafe 

New York Telephone Co. 

North Carolina Mutual Insurance 

Nu-Maid Margarine 

Nu-Soft 

Obelisk Flour 

O'Connor Coffee 

Octagon Detergent 

Old Gold 

Old Judge Ice Tea 
Omega Flour 
Oregon Fruit Growers 
Oertcl's 92 Beer 
P &. R Macaroni 
Pabst Beer 
Packard Dealers 
Pal Blades 
Pali Mall 

Palmer's Skin Success 
Pamper Shampoo 
Pan Am Gas and Oil 
-section of account* 



Paper Mate 

Parker House Sausage 

Parks Sausage 

Patrick Henry Ale 

Pearl Beer 

Pepsi Cola 

Pepto-Bismol 

Perkerson's Flour 

Pet Milk 

Peter Paul 

Petri Wine 

Petrolane Gas 

Philalelphla Coke 

Phllco 

Phillip Morris 
Phillips Petroleum 
Plymouth Dealers 
Plymouth Mutual Insurance 
Pontiac 

Powerhouse Candy Bars 

Premium Saltine Crackers 

Pride of Illinois Corn 

Prince Albert 

Purcx Bleach 

Pyro Anti-Freeze 

Pyrofax 

Quaker Oats 

Quality Clothes 

Quick Elastic Starch 

Ralston Purina 

Reader's Digest 

Real-Kill Insect Spray 

Red Cross Beans 

Red Cross Macaroni 

Reddi-Wip 

Red Star Flour 

Regal Beer 

Regal Shoes 

Regent Rice 

Rem 

Rheingold Beer 
Rinso 

Robin Hood Flour 

Roller Champion Flour 

Roma Wine 

Royal Crown Cosmetics 

Royal Finance 

Rybutol 

SSS Tonic 

Safeway Food Stores 

Salem Cigarettes 

Sal Hepatica 

Schaefer Beer 

Schaeffer's Bread 

Schlitz Beer 

Scott's Emulsion 

Seaboard Finance 

Seven-Eleven Stores 

Seven-Up 

Shell Oil 

Silver Dust 

Sinclair Refining 

666 Cold Remedy 

666 Malaria Remedy 

Slim Magic 

Snow's Clam Chowder 

Southern Bell Telephone 

Spearman Beer 

Squirt 

SSS Tonic 

Stag Beer 

Staley's Sta Puff 

Staley Starch 

Stanback 

Star Gasoline 

Star Kist Tuna 

Starling Meat Products 

Star Provision Packers 

Stroh's Beer 

Sulfur-8 

Sunbeam Bread 

Sunkist Growers 

Super Suds 

Sure Jell 

Swamp Root 

Sweet Peach Snuff 

Swift's Jewel Shortening 

Tangee Lipstick 

Tappan Gas Ranges 

Taystee Bread 

Tetley Tea 

Tide 

Tip Top Bread 
Thorn McAn Shoes 
Thomas Bon Ton Welners 
Top Snuff 

Top Value Trading Stamps 

Trop-artic Motor Oil 

Tube Rose Snuff 

20 Grand Ale 

Vaseline Hair Tonic 

Vaseline Petroleum Jelly 

Viv Lipstick 

Webb Coffee 

Western Auto 

Westinghouse 

White Cross 

White Lily Flour 

White Shield Insurance 

White Tulip Flour 

Wlldroot 

Wilen Wine 

Wilson Milk 

Winston 

Wish Bone Salad Dressing 
Wonder Bread 
Wriqley's Spearmint 
Zippy Liquid Starch 



11 



5 



LOCAL CASE HISTORIES 



LOCAL-LEVEL 



PROOF OF 



PERFORMANCE 



FULL GAMUT OF ADVERTISERS SCORES LOCAL SALES SUCCESSES 
WITH PURCHASE OF NEGRO-APPEAL RADIO SCHEDULES 





Ilradford Tire's Art Grant, left, checks Jux hrrr buys Tony Davis. KGK.O, Dallas, Line-up for Discounts Inc. sale event 
copy points with \V\OK, Atlanta, DJs who holds Ph. D. degree in humanities resulted from WILY. Pittsburgh, schedule 



Whether it's selling slacks, furniture 
or cosmetics, radio at the local level 
reaches the Negro market and sells 
them. SPOTNSOK has collected a cross- 
section of case history reports uhich 
tYpify the impact and effectiveness of 
Negro-appeal radio advertising. These 
reports cover many types of products 
and services in all price ranges. They 
point to one conclusion: whether its 
a national spot account or a local-level 
business firm, there's impact at the 
point of purchase. 



Slacks: \ baseball game broadcast 
suit] 76 pairs of slacks for Rex the 
Tailor in Houston. Tin' Giant-Dodger 
game was aired on Houston station 



KC01I at the beginning of summer, 
wilb Rex commercials spotted at each 
half-inning. In response to its radio 
special on slacks, liex received 150 
phone calls. Over 50'r became sales. 

Jewelry: Anal) sis of its advertising 
costs over a font -month period has 
convinced Hurst's Diamond Shop. 
Kansas City, of the effectiveness of lo- 
cal station Kl'US. Said Alvin 1 hirst : 
"Our sales records show that KPKS 
advertising has brought in more new 
customers than all other media we use. 
Pei centage-wise. out cost of advertis- 
ing has fallen from 12.5'/? to 5.2';. 
Dollar-wise, not only has our cost de- 
creased, but our sales volume has in- 
creased steadily. In all the years we 



have been in business, our advertising 
dollar has never done so much for us."' 

Aulas: After a local automobile deal- 
er tested k\OK. it reported the fol- 
lowing results from the Ft. Worth- 
Dallas station: I snalh. Porter Pontiac 
sold two cars per month with its 
standard ad schedule. However, with 
the addition of a regular announce- 
ment scheduled on k\0K. nine cars 
were sold the first month to Negroes. 
Seven were the expensive Star Chiefs. 

Apparel: Four one-minute Sunday 
announcements resulted in more than 
$1,000 in sales of church choir robes 
and suits. Sponsor was Solomon's, 
Inc., of Baltimore. Aaeuev was Cus 
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Berle, which placed the schedule on 
Annapolis outlet WANN. In speaking 
of results, Berle says: "Our client, 
Solomon's, using WANN with a mod- 
erate spot schedule, has consistently 
pulled inquiries and sales from Balti- 
more, Annapolis and the Eastern shove 
of Mankind. In one week, Solomon's 
recorded more than SI. 000 in sales on 
clerical garments, choir robes and 
suits — nearly half of the total men's 
wear volume for that week." 

Tires: Bradford Tire Co., a Seiherling 
tire dealer in Atlanta, Ga., had been 
using standard copy supplied by Sei- 
herling in its radio appeal to the Ne- 
gro market. Sales had been stead\. 
but WAOK. Atlanta, felt they could be 



tured the station's two Negro disk 
jockeys. As a direct result of the 
drive, General Wholesale experienced 
what the client calls a ''huge success," 
selling "thousands of cases'' at an ad- 
vertising cost of only fne cents per 
case of beer. 

Insurance: Over one weekend. Full 
Coverage Insurance Co., of Birming- 
ham. Ala., ran an announcement pro- 
motion to increase its policy writing. 
Station was WBCO. Bessemer. Ala. 
Don R. Orr. of Full Coverage, reports 
these results: "During a three-da) pe- 
riod, as a direct result of this adver- 
tising on WBCO. using no other ad- 
vertising media, we wrote over 100 
policies, and more come in every da\. ' 



Sale-, bad "alwa\s been good." How- 
ever, after a cop) change, C. Howard 
Allison of O.K. said: "We had the best 
Saturday and Monday business we 
ever had. We have had customers 
whom we have never seen before drive 
in for tire recapping and new tires. 
Some of these folks came from other 
counties as a direct result of the an- 
nouncements." This was the company's 
only advertising. 

Farm: In 1952. a \oung man from 
Arkansas walked into WD1A, Mem- 
phis, with a product called Cotton 
Bicker's Friend — a preparation for use 
on the hands to reduce damage to the 
fingers and to make cotton picking 
easier. It was a seasonal product. 




Moon Pies go to Sid Wood fans at WAIFS, 
Chattanooga picnic and fish fry for listeners 



Lincohi-Mcrcury dealer in Miami Beach 
signs for Mr. Butterhall, 260% -lb WMBM >tar 



Grand I'rizr beer brings ahs from Kay 
'Diggie-Doo' Meaders, WXOK. Baton Rouge 



higher. Cooperating with the com- 
pany, station staffers devised a tailor- 
made jingle for a new type campaign. 
Copy utilized direct selling know-how 
with past experience in radio pull. The 
first month of the jingle saw sales rise 
by $4,000 — directly attributable b) the 
client to the commercials. In the first 
15 days of the second month, "dog 
days for most tire companies,"' radio's 
direct leads resulted in a sales increase 
of $4,300. 

lieer: To introduce its Goldcrest 51 
Beer to the Augusta, Ga., Negro mar- 
ket. General W holesale Company Dis- 
tributors placed two programs and 
eight announcements on WAUG. 
Shows were 15 minutes each and fea- 



llair preparation : To introduce its 
new hair preparation to the Negro 
market, lloyt Sullivan Products chose 
one means of advertising: a 15-minute 
evening program on WBML. Macon. 
Ga. Show was aired at o p.m. Mon- 
day through Friday, under the title, 
Songs oj Faith. Said one variety store 
proprietor in the area: "Hoyt Sullivan 
1'roducts has been the fastest moving 
product I've ever put in my store.'' 
The client continues to use the station 
as only ad vehicle in the market. 

Tires: Change of copy once again 
proved a sales booster for a company. 
O.K. Rubber Welders, Charlotte, had 
been running multiple spot announce- 
ments daily on WCGC. Belmont. N. C. 



The first \ear. he spent only $100 for 
advertising on the station. The next 
fall he returned with a $150 budget, 
stating he was using some smallei ra- 
dio stations as well. The third vear, 
he spent $225 for WD1A advertising. 
In 1955, he spent $350 on the Mem- 
phis outlet exclusively. And recently, 
he was back with a 1956 budget of 
$500 for the one station. He reported 
that even though he employs no sales- 
man, he had gained distribution w here 
he hadn't expected it. 

Cleaners: One Hour Cleaners, ot 
Charlotte. N. C, had been running in 
the red for a )ear. Owner Bill Vn- 
derson had used a limited schedule of 
two announcements per week on 
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WG1\. Charlotte, during thi- lime. 
Last spring. \ndeison decided tt) trv 
""all-or-nothing"' and increase his an- 
nouncements, lie upped the schedule 
to 2o commercial* weekh. 10 of which 
were aired on Sunday morning. Willi- 
in four weeks, he had paid off $5,000 
in hack hills and for Oie firsl time in 
In e years. One Hour Cleaners was 
operating in the hlack. \nderson has 
maintained a weekh 2r!-aunouneeinent 
schedule. Me uses no other advertising. 

Furniture; In writing to station 
\\11\T. \inold Horn of Family Fur- 
niture Co.. Philadelphia, said: "'()ur 
accountants ha\e recently analyzed our 
advertising expenditures and have sub- 
mitted the follow ins information: Our 




CiiraiiPl r<im<*it-<i-l>("<l j:<'U showroom !e-l 
liy John f tartly. KSW s ;ln |-'ian.. performer 



contract with WHAT was for a total 
expenditure of §009, covering a period 
of se\en weeks to advertise Calorie 
gas ranges. We based the average sale 
at S225 per range. We sold 122 gas 
ranges, which resolved itself in tin; 
following breakdown: for e\crv S| 
'•pent, the \ ield was S'15.07 in sales. 
For the %09 there was a total sales 
\oliime of $27. 150. or an advertising 
cost of .022 of sales." 

Lumber: \s a result of a laM-iliiniile 
radio cop\ change. 10 telephone calls 
wens received b\ \l. Lifsher & Son s, 
of Pittsburgh. The announcement, 
aired on W1L N following a I'ridav 
morning storm, bypawd the standard 
theme, with the announcer highlight- 



ing the storm repair sen ice offered by 
M. Lifsher. 5. Lawrence Rotliman of 
l.ifsher's agencv. Rothman & Gibbons, 
lunl this to say : '"Our client received 
over 10 telephone calls. We couldn't 
possibly ask more than that." 

Hals: Sam Bonarl, a store specializing 
in uniforms for sen icemen, had been 
airing announcements on W MRY. \ew 
Or'eans. for several weeks. Harry 
Lopp. company li(juidator. comment- 
ing on the radio's success, added: 
" This past weekend, the unbelievable 
occurred. Using 10 announcements 
Sunday and 10 on Monday, we sold 
<>0o hats in less than three days. Iliis 
is what I call an amazing result/' 

Autouiotire: A Rennettsv ille. S. C. 
>loreow ner reports that his business 
has tripled since he began using radio 
consistently IB months ago. The Tire 
Co.. a Good) ear franchise store han- 
dling appliances, power tools, toys and 
automobile accessories, uses a min- 
imi m of two announcements nightly 
six nights a week on WBSC. In spring 
and fall, when income is highest, the 
Tire Co. buvs an additional 15 minutes 
of time on Fridays. 

Mtigtiziue: Ebony Magazine has been 
successful in garnering subscriptions 
through many radio stations, three of 
which are WEBB. Baltimore: WJLD, 
Birmingham, Ala., and K \TZ, St. 
Louis. Mo. Allan Marin & Associates 
i- agency for the national publication. 
In the words of \llan Marin: "Ebony 
is now on !»3 stations all over the 
I nited Stales. Orders are being pro- 
duced bv these stations at the rate of 
1.200 to 1.500 a day. which is a phe- 
nomenal return, particularly during 
the summer months." 

In the campaign. W FBB has been 
airing 36 announcements per week at 
$}?>9. The schedule has produced an 
average of 250 orders per week for 
five-month subscriptions, representing 
a 1,000-family increase in subscribers 
since initiation of the campaign in the 
Baltimore area. 

\t the same time. WJLD has pro- 
duced 2.212 orders for Ebony at Sl.OO 
each. Tlie*-e sales cover a 24-dav peri- 
od in the Birmingham market. 

\nd in the St. Louis "Negro market. 
Ebony lias increased circulation more 
than 33.3' < 1>\ using a saturation an- 
nouncement schedule on K ATZ. In 
10 weeks, the station has produced 
1.50'i orders. 



Fifth: When Cannarella Fish Market, 
of Columbia, S. C, ran a series of 
announcements on W'OIC of that cilv, 
it expected to move about 100 pounds 
of fish. However. B. F. Flo\d. owner 
of the market, reports that 600 pound? 
of fish went to 400 wailing customers 
the morning of the announcements. 
Says Floyd: '""Vol only did our sales 
increase, but we gained new customers 
as well. ' 

Furniture: 0 "Wil-llchnv Furniture, 
of Miami, purchased a schedule of 10 
announcements per week on W M1F of 
the same city. \o other media were 
used. \l the end of a year, the com- 
pany found that the radio commercial 
lineup had produced a sales increase 
of almost 20 r < . 

Autos: In 1053. Fair Lincoln \ler- 
curv, Aicwark, was one of the fir-l 
automobile dealers to sign on local 
outlet W\JR to sell ears to "Vegroes. 
Fair never before had advertised via 
any \egro-appeal media. Beginning 
with a relativch small announcement 
schedule, the firm immediately got re- 
sults. By 1956, Farr was sponsoring a 
15-minute program on the station and 
is supplementing this schedule through 
newspaper advertising. 

Snuff: When Brown & Williamson To- 
bacco Corp. began advertising Tuhe 
Bose Snuff via KVRC, Arkadelphia, 
Ark., a competitive brand of snuff had 
a 90' < share of total sales locally. 
Tube Rose and L3 other brands com- 
peted for the remaining 10'e of the 
market. That was four years ago. 
Since then, using a schedule of seven 
announcements per week in the morn- 
ing. Tube Rose has gained more than 
50 r '( of area sales, according to to- 
bacco dealers. 

Hosiery: I sing 20 station-break an- 
nouncements over a three-day period. 
II. L. Green Co., Columbia, S. C, sold 
1,614 pairs of nv Ion hose. The sole 
advertising was local outlet W OIC. 
Average volume when other media 
(newspaper, window display) had been 
used v\as 300 pails of hose in a cor- 
responding time period. The radio 
advertising was in the nature of a lest 
ami the sale item was placed on an in- 
conspicuous counter in the store. 

Shoes: To increase" sales of its line 
of women's shoes, Cinderella Shoe 
Store placed an announcement sched- 
I I'lcaur turn to page 46) 
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KEY FACTS 220 NEGRO RADIO STATIONS 

Programing, sales, other highlight facts about stations replying to sponsor's 1956 
Negro issue survey. Stations surveyed included entire list of 700 Negro radio 

stations shown on page 22. 



KFFA 
KBTM 
KGH I 



CAL. 



•KOKY 

KXLR 

KVM A 

KVOM 

KCLA 

KOTN 

KAFY 

KFOX 

KG FJ 

KPOL 

KWBR 

KALI 



HELENA 
J0NESB0R0 
LITTLE ROCK 
LITTLE ROCK 
LITTLE ROCK 
MAGNOLIA 
M0RRILT0N 
PINE BLUFF 



PINE BLUFF 



BAKERSFI ELO 
LONG BEACH 
LOS ANGELES 
LOS ANGELES 



OAKLANO 
PASAOENA 



COLO. 
DEL. 



KXOA 
KSAN 
KTIM 
KFSC 
WAMS 



WILM 



D.C. 



SACRAMENTO 
SAN FRANCISCO 
SAN RAFAEL 
OEN VER 
WILMINGTON 
WILMINGTON 
0. C. 



133 
126 
161 

84 
121 

90 

70 

122' 2 
I 10 
164 
168 
164 

84 
156 

84 
133 

140 

66 

84 

129 



133 
126 



•WUST 0. c. 


84 


FLA. WKKO COCOA 


84 


WOBF OELRAY BEACH 


90 


"Stations programing 100% to Negroes. 
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42 
I 

16 
84 
l8'/ 4 
6 

4" 2 
I I 
20 

6 
35 
31 
10 
101 
21 
'/« 
132 
15 
12 
27 
17 

126 

84 

6 

4" 2 



Typts of shows aired, as °'o ot total 



State 


Call 

letters 


City 


No. air hrs. 


No. hrs. 
Ncq proQ 




s 
z 


ALA. 


WAUO 


AUBURN 


125 


15 


100 




■ 

i — 


WBCO 


BESSEMER 


123 


123 


100 






WEOR 


BIRMINGHAM 


84 


84 


100 




— 


* W J L O 


BIRMINGHAM 


132 


1 32 


57 


5 




WWWF 


FAYETTE 


80 


4" 2 


100 






W0WL 


FLORENCE 


125 


7 


90 


10 




WETO 


GAOSOEN 


72 


1 V/a 


80 






WGYV 


GREENVILLE 


90 


6'V 


85 






WJAM 


MARION 


92 <' 2 


19 


90 


5 




• WMOZ 


MOBILE 


108 


108 








-WRMA 


MONTGOMERY 


90 


90 


85 


5 


ARIZ. 


KTYL 


MESA 


133 


IO'/ 2 


100 




ARK. 


KVRC 


ARKAOELPH IA 


118 


28 


70 


20 




KOMS 


EL OORAOO 


73 


7 


70 





70 

100 
80 
50 
80 
80 

100 
75 
50 

100 
95 
90 

100 
83 
28 

100 
55 

100 

100 

100 

95 

80 
70 
100 
100 



50 



38 



20 
15 

5 



10 

30 



60 
A3 



80 



14 

3" 2 

36 



°o billing local, 
regional or national 



ICO 
75 
60 



25 



5'/ 2 80 12 



100 

12 15 



60 



85 



80 



73 
40 



15 



10 10 





1 


80 


20 










20 


5 


70 


30 


42 








15 


12 




60 40 


20 


6 


90 


10 




l" 2 






25 


4"2 


98 


2 






50 


40 10 




5 


10 


90 


5 


23 






10 


29' 2 


75 


25 




10 


100 




1 1 




80 


20 


72 


18 


90 


6 4 




'/» 






40 


120 


50 


30 20 




15 








8 


50 


50 






85 


10 5 






55 


10 35 


15 


63 


80 


5 15 




5 


95 


5 



Station rep 
Interstate Unitrd 

Forjoe & Co. 

John E Pearson 

W G. Rambcau 

H F. Best 

Rambeau, Oora-Clayton 
J. H. McGillvra 
H. F. Best 
None 

J. E. Pearson 
J. H. McGillvra 
None 

H. F. Best 



H. F. Best; Clyde Melville: 
Oora-Clayton 



H. F. Best 

Burn-Smith 

Burn-Smith 

J H. McGillvra 

J. E. Pearson 

J. E. Pearson 

None 

H F. Best 
None 

J. E. Pearson 
W. G. Rambeau 
None 

R. S. Keller 
Forjoe & Co. 
None 

Branham Co. 



Stars National 
H. F. Best 



National Time Sales 



Rollins Broadcasting 



Boiling Co. 



United Broadcasting 
Forjoe & Co. 



H. F. Best 
None 
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t Continued from page 75 



NEGRO-APPEAL RADIOSTATION DATA 



( Continued) 



State 
I I \. 



II I 



IMI 



I \- 



Types of shows aired, as % of total 



Call 
letters 

Wl RA 
WGGG 
WGM A 

WOBS 
WRHC 
WNER 

WFEC 
WMIE 

W M B M 

WMOP 

WHC.O 
WWPF 

WTRR 

WMEN 

WIOK 

WOCL 

WNTM 

• W A 0 K 
WAUG 
WMOG 
WG RA 

• WCLS 
WGFS 
WFPM 
WOUN 
WLAG 
WTRP 
WBML 
WGES 
WOPA 
WTM V 

WBEE 
WJPS 
W WCA 
WGEE 
WJOB 
WIMS 
KWDM 
WFKY 
WKOA 

WLOU 
WFM W 
WPAO 

WXOK 

"Sr. ill. hi > 
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City 
FT. PIERCE 

GAINESVILLE 

HOLLYWOOO 

JACKSONVILLE 

JACKSONVILLE 

LIVE OAK 

MIAMI 

MIAMI 

MIAMI BEACH 

PALATK A 

OCALA 
ORl ANOO 

SANFORO 

TALLAHASSEE 

TAMPA 

TARPON SPRINGS 

VERO BEACH 

ATLANTA 

AUGUSTA 

BRUNSWICK 

CAI RO 

COLUMBUS 

COVINGTON 

FORT VALLEY 

GAINESVILLE 

LA GRANGE 

LA GRANGE 

MACON 

CHICAGO 

OAK PARK (CHIC.) 
EAST ST LOUIS 
HARVEY (CHIC.) 
EVANSVILLE 
GARY 

INDIANAPOLIS 

HAMMONO 

MICHIGAN CITY 

OFS MOINES 

FRANKFORT 

HOPKINSVILLE 

LOUISVILLE 

MAOISONVILLE 

PADUCAH 

BATON ROUGE 
kiuiiiIiih H"l . (.1 Ni l !«■ 



No. air Itrs. 
per wk. 

I2G 
1 22' 2 
81 



I3G 

no 

84 
133 

91 
I 12 

II 

125 

I 18 

92 
4 

82' 2 

84 
I3G 1 

91 
122 

R4 

95 

91 

84 
I2G 
126 

91 
127 
132 
IG2 
I2G 
100 

45 

94 

84 
IG8 
115 
128 
I2fi 

84 

72 
I2G 
132 

9G 



No. hrs. 
Neg. prog. 

9 

I'.i 

1 1 

44 
47 
I I 

84 

l7'/ 2 

91 

8',' 2 
7! '2 

ll'/2 

I23j 
t3'/a 
84 
Vz 
24 

l36'/ 2 
45 
28 
15 
95 
12 
39 

5 

9 

8 

45','a 
72 
50 
24 
100 
40"2 

25" 2 
35 
22 
2 

7 ','4 

7'a 
G 

72 

n 

30 
75 



o 

80 

100 
100 
38 
85 
50 

100 

30 

90 

90 

98 
67 

99 

89 

80 

90 
80 
100 
80 
90 
40 
100 
100 

70 
75 
90 
84 
G5 
80 
45 
97 
92 

GO 
100 
90 
75 
100 

75 
100 



* — 
X 



2 
15 



10 

2 



10 
10 



l( 

7 
10 



10 

3 



40 



60 
8 



5 
100 



100 
20 
18 

1 1 

35 



25 



100 



z 

i! 



1 1 

68 

8" 2 



93j 



I 

9 

5"; 
12 
57 
50 



18 

1 1/, 



% billing local, 
regional or national 



L 

ICO 

95 
ICO 
84 
99 
I CO 



GO 



90 
100 



3 90 



40 



12 90 



80 
G5 
75 
50 

95 
80 
75 
50 
48 



100 
100 
80 
70 
100 
100 
79 



20 
8 
10 
10 



50 
22 



90 



27 
15 
40 
100 
5 
20 
25 

30 



30 



Station rep 

None 

H. F. Best 
H F Best 

Gill-Pcrna; Oora-Clayton 
Interstate United 
H. F. Best 

G. Rambeau: J S Ayers 
Stars National 
Gill-Perna; Oora-Clayton 
Oora-Clayton 



J 



Forjoe & Co. 
None 

Oora-Clayton 
J H. McGlllvra 
T. F. Clark 
C. Brown 
Forjoe & Co. 
Interstate United: C. Brown 



Indie Sales 
Indie Sales 
T F Clark 
Sears & Ayers 
Indie Sales 
T F. Clark 

Indie Sales; Oora-Clayton 

J. H McGillvra 

Forjoe \ Co.: Oora-Clayton 

Noni 

Interstate United; Oora-Clm 
Bogner & Martin 
Rollins Broadcasting 

G. P. Hollingbery 
J E. Pearson 
Rollins Broadcasting 
W G. Ramheau 
W. G Rambeau 
None 

Burn-Smith 

H. F Best 

Gill Pcrna 
None 

Scars & Ayers 
Forjoe & Co 
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THE 



ROUNSAVILLE 



RADIO STATIONS 



Serving over a miliion negroes 



WCIN 
WLOU 

WOBS 
WMBM 

WSOK 
WIOK 

* {Transfer subject to F.C.C. Approval) 



* 



Cincinnati, Ohio, 1000 \V, 1 180 KC 
Cincinnati's only All Negro Pro- 
grammed Station. 

Louisville, Kentucky. 1 000 W, 1350 
KC Louisville's only All Negro Pro- 
grammed Station. 

Jacksonville, Florida, 5000 W. 
1360 KC Jacksonville's oidy All 
Negro Programmed Station. 

Miami Beach. Florida, 1000 W, 
800 KC South Florida's most pow- 
erful All Negro Programmed Sta- 
tion. 

Nashville, Tenn. 1000 W, 1470 KC 
Nashville's only All Negro Pro- 
grammed Station. 

Tampa, Florida, 1000 \V, 1150 KC 
Tampa's only All Negro Pro- 
grammed Station. 



> 



//// of these stations Iwve 
All Negro Air Personalities 
These stations are All 
Negro Programmed 
This group of stations sells 
and serves over a million 
Negroes, that are loyal and 
attentive listeners to their 
"Home Town" stations. 



Popular music, news and sports station is WQXI, 5000 W, 790 KC. 



WQXI 



is a popular music station having an exclusive on the Atlanta cracker base- 
ball games, and the Atlanta high school football games. 

Top personallities that have the '"Know How To Sell" approach to the 
market which is spelling success for many advertisers. 



Stations sold singly or as a group with multiple station discounts for two or , 
more stations. 



National Representatives: Negro Stations Repre- 



Gill-Perna Inc. 
654 Madison Avenue 
New York 21, N.Y. 
Templeton 8-4740 



sentative in the Southeast: 

Dora-Clayton Agency 
502 Mortgage Guarantee 

Bldg. 
Atlanta, Ga. 
Jackson 5-7841 



National Sales Manager: Home Offices: 



Lee R. Smith 
Rounsaville Radio 

Stations 
Peachtree at Mathieson 
Atlanta. Georgia 
Cherokee 2195 



Rounsaville Radio 

Stations 
Peachtree at Mathieson 
Atlanta, Georgia 



OWNED AND OPERATED BY ROBERT W. ROUNSAVILLE 



Continued from page 16 



Stats 



LA. 



MI). 



MASS. 



micii. 



MISS. 



MO. 



NEGRO-APPEAL RADIO STATION DATA 



(Continued) 



Types of shows aired, as 0/ o of total 



Call 

letters 



WFPR 

KVOL 

K AO K 

KLOU 

KAPB 

KNOE 

WBOK 

•WMRY 

KSLO 

•KANV 



City 
HAM MONO 
LAFAYETTE 
LAKE CHARLES 
LAKE CHARLES 
MARKSVILLE 
MONROE 
NEW ORLEANS 



No. air hrs. No. hrs. 
per »k. Neg. prog. 



•a 



°'o billing local, 
regional or national 



Station rep 



101 



•WANN 



WNAV 

•WEBB 

WITH 



NEW ORLEANS 
OPELOUSAS 

SHREVEPORT 

ANNAPOLIS 

ANNAPOLIS 

BALTIMORE 

BALTIMORE 



120 
123 
133 
91 
133 
84 
84 



7 
4 
!9'/2 

3 
12 

6 
70 
84 



100 



88 
100 
100 

95 
100 



15 

3 



75 
100 
60 
80 



Mteker Co. 
Forjoe &. Co. 
J. E. Pearson 



120 



10 



40 

90 



60 



70 



60 



40 



15 



20 



25 



H. R. Representatives 
Forjoe & Co. 
Glll-Perna 



95 



84 



12 



70 
100 



10 



98 



168 



98 



22 



*WSIO 



WBMS 



BALTIMORE 
BOSTON 



CKLW 
WJLB 



WMRP 
WCHB 
MINX WISK 



OETROIT 
OETROIT 

INKSTER (OETROIT) 
FLINT 



84 
90 

l37'/ 2 
168 



84 



75 



5 15 



84 



12 
87 
84 
10 



WGLC 
WKDL 

WROX 
WACR 
WBKH 
WHSY 
• WOKJ 
WLAU 
WMOX 
WEGA 
WHOC 
WELO 
WROB 
•KPRS 



ST. PAUL-MINN 
CENTRE VI LLE 
CLARKSOALE 



100 



84 



12 

5 



95 



35 



CLARKSDALE 



130 



25 



COLUMBUS 

HATTIESBURG 

HATTIESBURG 

JACKSON 

LAUREL 

MERIOIAN 

NEWTON 



3 V, 



80 
75 
50 
25 
100 

100 

90 

70 

33 



10 10 



3 
10 



10 

20 

10 

17 
5 
50 
20 
21 



7'/ 2 



Sears & Ayers 



60 



40 



United Broadcasting 



80 



100 



93 



60 



50 



50 

65 



10 



20 
75 



50 



20 

7 

40 
15 

50 
50 
25 
50 



Oora-Clayton 



Forjoe &. Co. 



Glll-Perna 



Select; Forjoe &. Co. 



United Broadcasting 



Indie Sales 
Adam Young 
Forjoe &. Co. 



65 



10 



25 



H. F. Best 



100 



Continental Radio Sales 



7 

34 



10 
20 



30 



Dora-Clayton 



80 



J. H. McGillvra 



33 



80 



15 



10 



15 



127 



• (it 



60 



25 



98 



98 



120 



72 
100 
100 
CO 



70 



100 



20 



30 



20 
20 
15 
17 



10 



H. F. Best 



Indie Sales 



T. F. Clark 



J. H. McGillvra; Dora-Cl! 



J. H. McGillvra 



J. H. McGillvra 



KATZ 
KSTL 



• KXLW 
N. J. WLOB 
•WNJR 



iS. MKX. KWEW 
.N. V. WKBW 
WLIB 



WOV 
WWRL 
IS. C. WCGC 
WBBO 



PHILADELPHIA 


1 19 


7 


90 


10 
















H. F. Best 


TUPELO 


126 


2 


100 










100 








J. H. McGillvra 


WEST POINT 


121% 


12 


CO 






40 












J. H. McGillvra 


KANSAS CITY 


84 


84 


75 


8 2 




15 




85 






15 


J. H. McGillvra 


ST. LOUIS 


1 18 


1 18 


58 






42 


88" 2 


80 




8 


12 


Forjoe <L Co. 


ST. LOUIS 


90 


8' 2 


100 










80 




15 


5 


Everett-McKInney 






















t 






ST. LOUIS 


95 


95 


97 


3 






76 




85 




15 


J. E. Pearson 


ATLANTIC CITY 


150 


20 


100 








10 


100 








Broadcast Time Sales 


NEWARK 


133 


133 


98 


2 






110 


80 






20 


Rollins Broadcasting 


HOBBS 


119 


3»i 


75 






25 




100 








Branham Co. 


BUFFALO 


160 


16 


100 








13 


90 






10 


Avery- Knodel 


NEW YORK 


100 


75 


30 


14 


10 


46 


67'/ 2 


29 




8 


63 


Forjoe & Co. 


NEW YORK 


150 


81 














15 




85 


John E. Pearson 




IG8 


48'/ 2 


74 


10 


5 


1 1 












Nono 


BELMONT 


91 


2 


100 








1 


100 








H. F. Bost 


BURLINGTON 


70 


13% 


100 










100 








Interstate United 


OANTON 


105 


7 


100 










80 




20 







WWIT 

'Stations proff mmlng 100% to Nettroeiji 

]» 
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The Edwin H. Estes Stations 
The Two Top Negro Stations in Alabama 



WMOZ Mobile 



i 



ui 

8 

z 
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S 
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3 

o> 
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(0 
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m 


si 
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\| 
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Si 

© 


23.1 


w 




w 




« 


•>» 

a 
<£> 


n 


*t 

<s 


o 


03 

Q 

<M 


o 


19.4 


PQ 


P» 

n 

in 


m 


t 
— 


< 






i 


0 ft 


CD 


* 

afa 

*% 


r» 




MONDAY THRU FRIDAY 
7:00 A.M.-I2J00 NOON 


J? 

£ <o 

E x 
e- 8 

is 



WEDR Birmingham 

* Nation's first Negro 
Station (Started 1949) 

* Serving the largest and wealthiest 
Negro market in the South 

* First in Hooper and Pulse 

* 1000 watts 

* clear channel 

* 1220 kc 

* The only Negro station in Birmingham 
that has 4 times the power 

of its nearest competition 



Represented by 



John E. Pearson Co. 
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•< Continued from page 18 



NEGRO-APPEAL RADIO STATION DATA (Continued) 



Types of shows aired, as °'o of total 



State 
.V C. 



OHIO 



OKLA. 



1'A. 



S. C. 



Call 
letters 

WWOK 
WGI V 
WCKB 
WONC 

' WSRC 
WTI K 
WFMO 
WFNC 

WHNC 
WH K Y 
WHPE 
WKMT 
WELS 
WLOE 
WREV 
WADE 
WIAM 
WGTM 
•WAAA 
"WCIN 
WJMO 
WCOL 

WVKO 
WING 
WTOO 
KBIX 
KMUS 
■ WOAS 
WHAT 
WJMJ 
WILY 
WAIM 
WAKN 
WBAW 
WBSC 
WACA 
•WPAL 
WQSN 
WOIC 
WOSC 
WESC 
WGSW 
WJAY 
WDIX 
WTNO 
WTYC 

"Station* 



No. air hrs. 

City per »k. 

CHARLOTTE 84 

CHARLOTTE 91 
OUNN 

OURHAM 129 
OURHAM _ 97 

OURHAM 126 

FAIRMONT 91 

FAY ETTE V I LLE 127 

HENOERSON 117 

HICKORY 131 

HIGH POINT 108' i 

KINGS MOUNTAIN 80 
KINSTON 84 

LEAKSVILLE 116 
REIOSVILLE 82 

WA0ESB0R0 133 

WILLIAM STO N 70 

WILSON 128 
WINSTON-SALEM 90 
CINCINNATI 94' 2 

CLEVELAND 94 

COLUMBUS I6I 1 '* 

COLUMBUS 95 

DAYTON 163 
TOLEDO 84 

MUSKOGEE 115 

MUSKOGEE 121 

PHILADELPHIA 142 

PHILADELPHIA 145 
PHILADELPHIA 84 

PITTSBURGH 110 

ANOERSON 125 
AIKEN 

BARNWELL 84 
BENNETTSVILLE 89 
CAMOEN 92 
CHARLESTON 70 
CHARLESTON 70 

COLUMBIA 97 
OILLON 93 
GREENVILLE 85 
GREEN WO 00 90 
MULLINS 84 

ORANGEBURG 122 
ORANGEBURG 84 
ROCK HILL 84 
prMjfriinilriK \Wr to NettrwH. 



No. hrs. 
Neg. prog. 



54 
2 

5 

97 
15 
30 



°o billing local, 
regional or national 



Station rep 



10 

22 

93i 

7 
10 
1 1 

I 

10' 2 

10 

1 1 

12 
90 
94' ' 2 
74 
18 

I2" 2 
15 
5 
12 
9 '/ 2 
142 
108 
9 
102 
4'/ 4 

I 

8 
12 

G 3 i 
70 
50 

91% 

6 
13 

15 

9 

6 
I I 
24 



100 
70 
50 
80 
70 
75 

70 
100 
100 
100 

80 



80 
50 
100 
90 
80 
60 
100 

93 
100 
80 
90 
100 
99 
70 

100 
90 



80 
100 
100 
45 
75 
54 
84 
90 
80 
100 
100 
GO 
100 



5 
10 



5 
10 

5 
2 
10 



20 
15 



6 

20 



30 
40 

5 
25 

5 

30 



20 



40 

2 3 
I 1 1 

10 



20 
10 



100 



10 10 
4 



22 



8'; 
1 1 

8 

70 



I2" : 
15 
5 



90 



IOC 
75 

50 
60 

80 

9G 
90 
90 
100 

100 
100 



76 
70 
65 

90 
100 
100 
100 
100 
60 
89 

25 



17 
20 
40 

20 

6 
G 



8 

30 



20 
13 
15 
13 



2 
5 
II 



35 



22 
3 



18 
8 



75 



Forjoe & Co. 



P. H. Raymer 



W. G Rambeau 
Boiling Co. 



Walker Co. 



Dora-Clayton 



Media Sales 
H F. Best 
Ocr.vy & Co. 



Interstate United 

Media Sales 

J. E. Pearson 

Stars National 

Gill-Perna 

United Broadcasting 

H. R. Representatives 





Vt 


100 








7 










1 1 


97 


3 






6 


85 


15 




55 


50 








39 


84 


84 


8 


8 


IG 


6 


50 


25 


25 


10 


10' 4 


5G 


28 


16 


20 


15 


70 
100 


20 


10 




6 


95 




5 


40 


4 


100 








24 


98 


2 






20 
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Forjoe & Co 
J. E. Pearson 
Forjoe & Co. 
Gill- Perna 
W G. Rambeau 
Indie Sales: Oora- Clayton 
None 

Denvy & Co. 
T. F. Clark 
Indie Sales 
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NEGRO-APPEAL RADIO STATION DATA 



Types of shows aired, as % of total 



i 



Stats 



S. C. 



IE>N 



Call 
letters 



WJAN 
WSSC 
WBOXI 

•WMFS 
WKRM 
•WJAK 



•WOIA 



City 

SPARTANBURG 
SUMTER 
UNION 

CHATTANOOGA 
COLUMBIA 
JACKSON 
MEMPHIS 



No. air hrs. 
per wk. 

140 

126 

94 

89 
116 

97 
140 



No. hrs. 
Neg. prog. 

14 

18 
7 

89 
l5'/ 2 
97 
140 



TEX. 



•WLOK 
• WSOK 
WTRB 
K ACT 
•KJET 
WTAW 



MEMPHIS 

NASHVILLE 

RIPLEY 



98 



98 



91 
88 



91 
17 



ANOREWS 



BEAUMONT 



85 
98 



98 



KWBU 
KG KO 
• KNOK 



COLLEGE STATION 
CORPUS CHRISTI 
DALLAS 



5% 



98 



33 



KGVL 



KMLW 
•KCOH 



FT. WORTH-DALLAS 

GREENVILLE 

MARLIN 



98 
119 



98 
60 



a 
100 



44 
100 
65 
88 
60 
61 
85 
100 
40 
100 
50 
80 
70 
100 



20 
10 

37 



21 

3 



20 
10 
5 



40 
21 
15 

48 

30 
10 



3 



85 



25 



15 



HOUSTON 



98 



98 



'KYOK 



HOUSTON 



116 



1 16 



KMHT 



MARSHALL 



1 19 



10 



80 



KJBC 



KANN 



M I O LA N O 
SINTON 



100 



20 



100 



KTAE 



TAYLOR 



84 



KTFS 



KVOU 



TEXARKANA 
UVALDE 



l'/2 



100 



I I I 1 4 



VA. 



KVIC 
WKLV 



WBTM 
WFLO 



WH AP 



VICTORIA 
BLACKSTONE 
DANVILLE 
FARM VI LLE 
HOPEWELL 



133 



100 



80 



15 



97 



130 



100 



80 



IOO 



1 18 



14 



•WYOll 



NEWPORT NEWS 



WRAP 



WJMA 
•WANT 



NORFOLK 
ORANGE 



91 
126 
105 



91 
126 

5'/: 



70 
75 
100 



15 



5 
5 
25 



RICH MONO 



94 



94 



16 

2 



70 



79 



10 



45 
90 
80 
80 

70 
IOO 
80 

65 
50 
90 
60 



97 
100 



100 
100 
75 

1 00 
100 

75 



°o billing local, 
regional or national 



L 
85 

I GO 
80 
82 

100 



20 
10 



lb 



45 



10 

10 10 
20 



10 10 

35 

30 20 
10 
40 



15 



10 



Station rep 

H. F. Best 
Interstate United 
J. E. Pearson 
Walker Co. 
H. F. Best 
J. E. Pearson 
Oora-Clayton: Forjoe 4. Co 
Gill-Perna 



Forjoe & Co. 

Branham Co. 
Forjoe & Co. 
Gill-Perna 
J. E. Pearson 
Gill-Perna 
Stars National 

H. Falter 
H. F. Best 



Indie Sales 

C. Brown 

Gill-Perna 
T. F. Clark 
Indie Sales 
United Broadcasting 
Rollins Broadcasting 



United Broadcasting 





WROV 


ROANOKE 


108 


21 


100 




15 95 


4 1 


Burn-Smith 




WH LF 


SOUTH BOSTON 


126 


6'/ 2 


70 


30 


IOO 








WYVE 


WYTHEVILLE 


83 


1 


100 










WASH. 


KNBX 


KIRKLAND 


100 


8 


50 


50 


8 IOO 




H. F. Best 


i 


KTW 


SEATTLE 


30 


1 




100 


1 






\r. v. 


WJLS 


BECKLEY 


125 


3 




OO 


2 I0O 




Weed & Co. 




WOAY 


OAK HILL 


98 


12 


80 


20 






J. E. Pearson 




WELC 


WELCH 


92 </i 


5'/ 2 


100 




5" 2 IOO 




1. H. McGillvra 
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Radio stations carrying 100% Negro-appeal programs* 



ALABAMA 

Bessemer WBOC 123 

Birmingham . WEDR B4 

WJLD 132 

Mobile WMOZ 108 

Montgomery . WRMA 90 

ARKANSAS 

Little Rock . KOKY B4 

CALIFORNIA 

San Francisco . KSN 132 

DISTRICT OF COLUMBIA 

Washington WOOK 126 



WUST 

FLORIDA 
Jacksonville WOBS 



B4 



Miami 
Miami Beach 
Tampa . _ 



47 

WFEC B4 
WMBM 91 
WIOK 90 



GEORGIA 

Atlanta WAOK 136'i 

WERD 86 
Columbus WCLS 95 



Harvey 



ILLINOIS 

WBEE 100 



KENTUCKY 

Louisville WLOU 72 

LOUISIANA 

New Orleans _ .... WMRY B4 

WWEZ 126 

Shrcvcport ...... KANV 95 



MARYLAND 
Annapolis WANN 



Baltimore 



WEBB 
WSID 



B4 
9B 
B4 



MICHIGAN 
Detroit . . . KCHB B3 

MISSISSIPPI 
Jackson . WOKJ 9B 

MISSOURI 

Kansas City KPRS B4 

St. Louis KATZ 118 

KXLW 95 

NEW JERSEY 

Newark WNJR 133 

NORTH CAROLINA 

Durham „ WSRC 97 

Winston-Salem ... WAAA 90 

OHIO 

Cincinnati . ... WCIN 941/ 2 

PENNSYLVANIA 
Philadelphia _ . WDAS 142 



SOUTH CAROLINA 
Charleston _ ... WPAL 



TENNESSEE 



Chattanooga 
Jackson . 
Memphis 



Nashville ._ 



Beaumont 
Fort Worth 
Houston _. 



WMFS 

.._..WJAK 
WCBR 
WDIA 
WLOK 
WSOK 

TEXAS 

KJET 

KNOK 

_KCOH 
KYOK 



VIRGINIA 
Newport News . WYOU 



Norfolk 
Richmond 



WRAP 
WANT 



70 



B9 
97 
B4 
140 
98 
91 



9B 
98 
98 
116 



91 
126 
B4 



Stations carrying 30 or more hours of Negro programing weekly 



ALABAMA 

Talladega WHTB 60 

Tuskegec WTUS 36 



ARKANSAS 
Helena KFFA 42 



CALIFORNIA 

Long Beach . KFOX 35 

Los Angeles . KCFJ 31 

Oakland KWBR 101 

Santa Monica . KOWL 30 



FLORIDA 
Jacksonville WRHC 44 



GEORGIA 



Atlanta 


WAKE 


36 


Augusta 


WAUC 


45 


Fort Valley 


.... .. WFPM 


39 


Macon 


WBML 


49'/ 2 


Savannah . 


WJIV 


41 




ILLINOIS 




Chicago . 


..WCES 


72 


La Grange 


WTAQ 


30 


Oak Park . 


WOPA 


50 




INDIANA 




Evansvillc . 


WJPS 


401/2 


KENTUCKY 




Paducah . 


WPAD 


30 



LOUISIANA 
Baton Rouge WXOK 



New Orleans 



WBOK 



75 
70 



MISSISSIPPI 

Clarksdale _ . WKDL 35 

MICHIGAN 

Detroit WJBK 30 

WJLB B7 

NEW JERSEY 

Camden WCAM B4 

NEW YORK 

New York . ... WLIB 75 

WOV 51 
WWRL 4Bl/ 2 

NORTH CAROLINA 

Charlotte ... WCIV 54 

Fairmont . . WFMO 30 
New Bern WOOW 35 



OHIO 



PENNSYLVANIA 

Philadelphia WHAT 10B 

Pittsburgh WHOD 54 

WILY 102 

SOUTH CAROLINA 

Charleston _ . _WQSN 50 

Columbia WOIC 913,4 



TENNESSEE 
Nashville _WLAC 



Baytown . 
Dallas _. . 
Greenville 
Texas City 



TEXAS 

KREL 

KCKO 

KCVL 

KTLW 



33 



63 
33 
60 
30 



Cleveland 



_WJMO 74 



VIRGINIA 
Norfolk WLOW 37 



Stations carrying less than 30 hours of Negro programing weekly 



ALABAMA 



Alexander City 


WRFS 


10 


Andalusia 


WCTA 


3 


Anniston 


WHMA 


3 




WSPC 


5 


Athens _ 


WJMW 


3 


Auburn . 


WAUD 


15 




WEZB 


10 




WVOK 


4 


Decatur . 


WAJF 


5 




WHOS 


3 




WMSL 


5 


Dothan 


WDIC 


9 




WOOF 


13 


Eufaula 


WULA 


7 


Fayette 


WWWF 


4'/2 


Florence .. 


WJOI 


7 




WOWL 


7 


Gadsden 


WETO 


1 1 1/4 




WCAD 


5 


Greenville 


WCYV 


61/2 


Hamilton 


WERH 


4 


Huntsvillc 


WBHP 


4 




WFUN 


6 


Marion 


WJAM 


19 


Mobile 


WKAB 


18 


Monroeville 


WMFC 


6 


Montgomery _ 


WCOV 


5 




WMCY 


8 


Muscle Shoals 


WLAY 


3 


Opelika 


WJHO 


5 


Opp 


WAMI 


2 


Sclma . 


.WCWC 


8 




WHBB 


5 


Sylacauga . 


WFEB 


3 




WMLS 


6 


Tallahassee 


WTLS 


6 


Tuscombia . 


WVNA 


6 


ARIZONA 




Flagstaff . 


KCLS 


1 


Mesa 


KTYL 


101/2 


ARKANSAS 




Arkadclphia 


KVRC 


2B 


Crossctt _ 


KACH 


4 



ARKANSAS 



El Dorado 


KDMS 


7 


Fort Smith 


KFPW 


3 




KWHN 


6 


Hot Springs . .._ 


KBLO 


2 




KWFC 


6 


Little Rock 


KCHI 


16 




KTHS 


5 




KXLR 


I8I/4 


Magnolia 


. KVMA 


6 


Malvern 


KDAS 


3 


McCchce . 


KVSA 


6 


Monticcllo _. . 


KHBM 


3 


Morrilton 


KVOM 


4'/2 


Newport . 


KNBY 


5 


Osceola 


KOSE 


5 


Pine Bluff 


KCLA 


11 




KOTN 


20 


Tcxarkana 


KTFS 


3 


Warren 


KWRF 


3 


CALIFORNIA 




Bakersficld 


KAFY 


6 




KMAP 


14 


Berkeley 


KRE 


20 


Blythc 


KYOR 


4 


Burbank 


KBLA 


5 


Fresno 


KCST 


7 


Long Beach 


KCER 


9 


Los Angeles . 


KPOL 


10 




KPOP 


IB 


Pasadena _ 


KALI 


21 


Pittsburgh 


KECC 


3 


San Bernardino 


KCSB 


7 




KRNO 


15 


San Rafael 


KTIM 


15 


Stockton 


KXOB 


10 


Vallejo 


KCYW 


1 


COLORADO 




Denver . 


KFSC 


12 




KIMN 


6 


CONNECTICUT 




Watcrbury . 


WATR 


12 



DELAWARE 

Wilmington WAMS 27 

WILM 17 



DISTRICT OF COLUMBIA 

Washington WOL 6 

WWDC 12 



FLORIDA 



Cocoa . 


-WKKO 


6 


Dclray Beach 


_WDBF 


41/2 


Fcrnandina Beach 


_WFBF 


6 


Ft. Lauderdale ... 


_WFTL 


20 


Fort Pierce 


-WARN 


11 




WIRA 


9 


Gainesville . . 


. .WDVH 


6 




WRUF 


3 


Hollywood 


WCMA 


11 


Lakeland .. 


WLAK 


Vz 




WONN 


3 


Live Oak .. 


WNER 


11 


Miami 


WMIE 


171/2 




WWPB 


IB 


Milton 


-WEBY 


2 


New Smyrna Bch. 


WSBB 


7 


Ocala 


WMOP 


m 




WTMC 


3 


Orlando 


WABR 


16 




WHOO 


1H/2 


Paiatka 


WWPF 


Bl/2 


Panama City 


WPCF 


5 


Pcnsacola 


WCOA 


3 


Quincy 


WCNH 


B 


St. Augustine 


WSTN 


10 


St. Petersburg 


WTSP 


10 


Sanford 


WTRR 


12% 


Stuart 


WSTU 


2 


Tallahassee . 


WMEN 


131/2 


Tampa 


WEBK 


7 


Tarpon Springs 


WDCL 


Vi 


Vero Beach . 


WNTM 


24 


W. Palm Beach 


WIRK 


12 


Winter Haven 


WSIR 


5 



GEORGIA 



Albany . 


—WJAZ 


21 


Amcricus 


WDEC 


5 


Athens ... . 


WRFC 


4 


Atlanta .... 


WEAS 


10 




WCLS 


B 


Augusta . 


WBBQ 


9 




WBIA 


6 




WRDW 


2 


Bainbridgc 


WMCR 


7 


Baxlcy 


WHAB 


7 


Brunswick 


WMOC 


2B 


Cairo 


-WCRA 


15 


Columbus 


WDAK 


20 




WCBA 


20 




WPNX 


21 


Cornelia 


WCON 


4 


Covington _ 


WCFS 


12 


Douglas 


WDMC 


3 


Dublin . 


WMLT 


7 


Fitzgerald 


WBHB 


2 


Gainesville .. 


WDUN 


5 




WCCA 


V* 


Griffin 


WHIE 


12 


Jcsup . . . 


WBCR 


3 


La Grange 


WLAC 


9 




WTRP 


B 


Macon . 


WIBB 


26 


Madison _ _ 


WMCE 


6 


Monroe 


WMRE 


6 


Ncwnan 


WCOH 


2 


Rome . 


WLAQ 


14 


Savannah 


WCCP 


12 




WSAV 


7 


Swainsboro 


WJAT 


3 


Thomasville 


WPAX 


7 


Tifton 


_ wwes 


5 


Valdosta . 


_. WCOV 


12 


Warner Robins 


WRPB 


5 


Waycross - 


WACL 


9 




WAYX 


6 


Waynesboro _. 


WBRO 


9 


Winder . _ 


WIMO 


3 



ILLINOIS 
Belleville ..WIBV 2 



•Uii fl on Informal l>m mipiillfil lo SPONSOR by radio stations for lis 195H Jluyers' Guide ami (his NVuro market Issue. There, may bo additional NeKro- appeal stations which 
fi:tw- not rep'/rh-d lo KroNNOH. 
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Stations carrying less than 30 hours of Negro programing weekly 



ILLINOIS 



MISSISSIPPI 



NORTH CAROLINA 



TENNESSEE 



Chicago 


WAAF 


14 


WCN 


7 




WSBC 


20 


East St. Louis 


WTMV 


24 


Evanston 


WEAW 


2 


Metropolis „ 


WMOK 


4 


Sparta 


WHCO 


3 


Urbana — 


WKID 


4 


INDIANA 




Ft. Wayne 


WANE 


3 


Cary . 


WCRY 


22 


WWCA 25 Vi 


Hammond 


W)OB 


22 


Michigan City 


WIMS 


2 


IOWA 




Des Moines 


KWDM 


71/4 


Waterloo . 


KXEL 


1 



Concordia 
Lawrence 
Wichita 



KANSAS 

KFRM 

KLWN 

KANS 



KEN 

Bowling Creen 
Campbellsville 
Central City ._ 
Covington 
Cumberland - 

Frankfort 

Fulton 

Hopkinsville _ 

Lexington 

Madison villi 
Radclitt ._ 



TUCKY 

WLJB 

WTCO 

WMTA 

WZIP 

WCPM 

WFKY 

WFUL 

WKOA 

WLEX 

WFMW 

WSAC 



10 
2 
5 

12 
2 

m 

5 
6 
5 
6 
14 



LOUISIANA 



.lexandria 



Baton Rouge 
Bogalusa 

Crowley 

De Ridder 

Hammond 

Houma 

Lafayette . 
Lake Charles 



Mansfield .... 
Marksville _ 
Monroe 



Morgan City 

New Iberia 

New Orleans .. 

Oakdale 

Opelousas 

Shreveport 

Tallulah . _ 

Thibodaux 

Winnfield 



KDBS 
KSYL 
„WIBR 
WHXY 
WIKC 
_KSIC 
-KDLA 
_WFPR 
KCIL 
KVOL 
KAOK 
KLOU 
. KDBC 
. KAPB 
-KLIC 
KMLB 
KNOE 
KMRC 
_KVIM 
WJBW 
KREH 
. KSLO 
KENT 
KWKH 
KTLD 
KTIB 
KVCL 



25 
8 

10 
3 
4 
8 
5 
7 

10 
4 

191/2 
3 
8 
12 
10 
2 
6 
14 
5 
2 
6 
10 
10 
7 

16 

3 
3 



MARYLAND 
Annapolis WNAV 



Baltimore 
Lexington Park 



WBAL 
WITH 
WPTX 



MASSACHUSETTS 
Boston .. WBMS 
WMEX 

Springfield WJKO 

MICHIGAN 



12 
12 

22 
2 



12 
14 
12 



Ann Arbor . 


WHRV 


3 




WPAC 


3 


Detroit 


CKLW 


2 




WXYZ 


18 


Flint 


WBBC 


23 




WMRP 


10 


Crand Rapids 


WLAV 


3 


Port Huron 


WHLS 


2 




WTTH 


3 


Saginaw . 


WKNX 


3 



MINNESOTA 

Minneapolis WSCW 

Minneapolis- 

St. Paul , WCOW 

WISK 



4 
12 



Aberdeen ... 


. . WMPA 


6 


Batesville 


. ___WBLE 


4 


Booneville 


WBIP 


6 


Canton . 


WDOB 


10 


Centerville 


WCLC 


5 


Clarksdale 


WROX 


25 


Cleveland 


WCLD 


18 


Columbia 


WC|U 


1 


Corinth 


WCMA 


'/2 


Crenada . . 


WNAC 


6 


Culfport . 


WCCM 


4 


Hattiesburg 


WBKH 


15 


WHSY 


5 


Hazlehurst . 


... WMDC 


7 


Houston 


WCPC 


8 


Indianola 


WN LA 


8 


Jackson ... 


WRBC 


26 


Laurel 


WAMI. 


3 




WLAU 


5 


Louisville . 


__WLSM 


10 


Meridian . 


WMOX 


11 




WTOK 


5 


Newton 


WECA 


19 


Oxford . 


WSUH 


5 


Philadelphia 


WHOC 


7 


Tupelo 


WELO 


2 


Vicksburg . 


WVIM 


6 


Waynesboro . 


WABO 


3 


West Point 


WROB 


12 



MISSOURI 

Charleston KCHR 

Kansas City KFRM 

St. Louis KSTL 

WIL 

Sikeston . KSIM 

NEVADA 
Las Vegas KORK 



NEW JERSEY 



Asbury Park 
Atlantic City 



Camden 
Newark 



Trenton . 



Clovis 
Hobbs 



Batavia 

Buffalo 

New Rochelle 

New York 

Patchogue 

Rochester 



WJLK 

.. WFPC 
WLDB 
WMID 

WKDN 

WAAT 

WHBI 

WBUD 

WTNJ 
WTTM 



NEW MEXICO 

..KCLV 

KWEW 

NEW YORK 

WBTA 

_WKBW 
_WNRC 
_WEVD 
-WALK 
_WHEC 
WSAY 



NORTH CAROLINA 



Asheville 

Beaufort 

Belmont 

Brevard 

Burlington 

Canton . 

Dunn 

Durham 



Edenton . 

Elizabeth City 

Fayetteville 



Coldsboro 

Creensboro 

Greenville 

Henderson 



Hendersonville 
Hickory . 
High Point 



Kings Mountain 
Kinston 

Laurinburg 

Lexington 

Lumberton 

Mount Airy 
N. Wilkesboro 



_WSKY 
_WBMA 
. WCCC 
WPNF 
_WBBB 
WFNS 
_WWIT 
_WCKB 
_WDNC 
WSSB 
WTIK 
_WCDJ 
_WCNC 
WCAI 
.WFAI 
WFLB 
WFNC 
_WFMC 
_WCBC 
_WCTC 
_WHNC 
WHVH 
_WHKP 
_WHKY 
_ WHPE 
WMFR 
WNOS 
WKMT 
- WELS 
WISP 
_. WEWO 
WBUY 

WACR 

_ WSYD 
WKBC 



4 
2 
18 
6 
3 



2 
5 
20 
9 
6 
10 
19 
16 
3 
3 



3 

3% 



4 
16 
7 
1 

2 

% 
2 



12 
6 
2 
2 

133/4 
4 
7 
2 
5 
24 
15 
2 
3 
6 
16 
15 
10 
10 
17 
5 
22 
20 
5 

93/4 
7 
3 
24 
10 
11 
13 
7 
2 
3 
4 
3 





WRAL 


10 


Reidsville 


WFRC 


6 




WREV 


10 Vi 


Rockingham . _ 


„ WAYN 


6 


Rocky Mount 


WCEC 


8 


Roxboro 


WRXO 


4 


Salisbury . 


WSAT 


10 


Sanford 


WWCP 


8 


Siler City . „ 


WNCA 


5 


Smithfield 


WMPM 


4 


Southern Pines 


WEEB 


17 


Tarboro ... 


WCPS 


12 


Tryon 


„WTYN 


7 


Wadesboro . 


WADE 


10 


Wallace . 


WLSE 


7 


Washington 


WRRF 


6 


Whiteville 


WENC 


4 


Williamston . 


WIAM 


1 1 


Wilmington . 


WCNI 


15 


Wilson 


_ . WCTM 


12 




WVOT 


14 


Winston-Salem 


WAIR 


6 


OHIO 




Akron . 


WADC 


2 




WHKK 


8 


Chillicothe 


WBEX 


10 


Cleveland . 


WJW 


17 


Columbus ... 


WCOL 


18 




WVKO 


121/2 


Dayton . 


WAVI 


4 




WINC 


15 




WONE 


2 


Fostoria 


WFOB 


2 


Callipolis 


WJEH 


3 


Springfield 


— WIZE 


3 


Toledo 


. . WTOD 


5 


Youngstown 


WBBW 


2 


OKLAHOMA 




Cuthrie . .. 


KWRW 


12 


Muskogee ... 


KBIX 


12 




KMUS 


m 


Oklahoma City 


— KBYE 


2 


KLPR 


6 


ORECON 




Oregon City 


KCON 


10 



PENNSYLVANIA 

Beaver Falls WBVP 

Chester WDRF 

Johnstown WARD 

WJMJ 



Darlington 

Dillon 

Easley 

Florence 



Creenvillc _ 
Creenwood 



Creer _ 

Laurens 

Mullins 



Myrtle Beach 

Newberry 

Orangeburg 



Rock Hill . 

Spartanburg 

Sumter 
Union 

Walterboro 



TENNESSEE 



Chattanooga 



Clarksville 
Columbia . 
Covington 

Dickson 

Franklin _ 
Gallatin _ 



_WAPO 
WDXB 

-WJZM 
WKRM 
WKBL 

-WDKN 

_WACC 
WHIN 



2 
18 

2 
9 



RHODE ISLAND 
Newport WADK 3 

SOUTH CAROLINA 
Anderson 



Barnwell 

Beaufort 

Bennettsville 
Bishopville 

Camden 

Cheraw 

Columbia 



WAIM 


4'/4 


WANS 


3 


WBAW 


8 


WBEU 


7 


-WBSC 


12 


_WACS 


6 


. WACA 


63/4 


WCRE 


4 


WCOS 


6 


WIS 


3 


_WPED 


4 


WDSC 


6 


WELP 


7 


WJMX 


6 


WOLS 


9 


-WESC 


13 


WCRS 


3 


WCSW 


15 


WEAB 


3 


WLBC 


8 


WJAY 


9 


WMYB 


3 


WKDK 


12 


WDIX 


6 


WTND 


11 


WRHI 


2 


WTYC 


24 


WJAN 


14 


WORD 


10 


WSSC 


18 


WBCU 


7 


WALD 


6 



Knoxville . 


^WIVK 


7 




WKCN 


10 


Lcwisburg 


WJJM 


3 


Lexington 


WDXL 


7 


McMinnville 


WMMT 


2 


Memphis 


KWEM 


26 




WHHM 


22 


Murfreesboro 


WCNS 


7 


Nashville 


WKDA 


6 


Paris . 


WTPR 


3 


Ripley 


WTRB 


17 


Rogersville 


WRCS 


3 


Springfield 


.... WDBL 


8 



Andrews 
Atlanta 

Austin . 

Bay City 
Beaumont 

Center 
Cleveland 
College Station 
Conroe . 
Corpus Christi 

Crockett . 
Dallas 



Denison „ 
El Campo 
Fort Worth 
Calveston _ 



Conzales , 

Houston . 

Huntsville . 
Jacksonville 

Longview 

Marshall . 

Midland 

Pasadena 
Rosenberg 
San Antonio 



Taylor 

Terrell . 

Texarkana 

Uvalde 

Victoria 
Wichita Falls 



TEXAS 
_.KACT 

KALT 

KTXN 

KIOX 

KRIC 
KTRM 
__KDET 

KVLB 

WTAW 
KMCO 
KUNO 
KWBU 
KIVY 
_ KLIF 
KSKY 
KDSX 
_KULP 
_KCNC 
_KCBC 
KLUF 

KCTI 

KN UZ 

KPRC 
__KSAM 

KEBE 

KLTI 

KMHT 

_KJBC 
_ KLVL 
. KFRD 

KCOR 

KISS 
KMAC 
KTSA 
_KTAE 

KTER 

_KTFS 
_ KVOU 
—KVIC 
_ KTRN 



VIRGINIA 

Bedford WBLT 

Blackstone WKLV 

Charlottesville WINA 
Christiansburg _ WBCR 

Clifton Forge WCFV 

Crewe .... WSVS 



Danville 



Farmville 
Front Royal 
Hopewell . 
Martinsville 



Newport 
Orange 
Radford . 
Richmond 

Roanoke 



News 



South Boston 
South Hill _ 



-WBTM 
WDVA 
_WFLO 
.WFTR 
WHAP 
_WHEE 
WMVA 
_WACH 
. WJMA 
_WRAD 
_WLEE 
WXCI 
. WRIS 
WROV 
WHLF 
-WJWS 



Kirkland 
Tacoma 



WASHINGTON 

_ KN BX 

KTAC 



Beckley 

Charleston 



•Based on information supplied to SPONSOR by radio stations for its 1956 Buyers' Guide and this Negro market issue, 
have not reported to SPONSOR. 



12 

7 

151/2 
2 
3 
7 
3 

There may be 



Logan . 

Oak Hill 

Parkersburg 
Princeton _ 
Welch 



WISCONSIN 



6 
2 

20 
6 

12 
6 
5 
6 
5% 
6 

11 
7 
7 

18 

15 
7 
3 

11 

23 
5 
1 

12 
6 
3 
9 
6 

10 
7 

21 
3 
9 

12 

12 
5 

8 1/2 
3 

V/ 2 
6 
14 
10 



3 

15 
5 
3 
2 

12 
9 
4 
7 
2 

14 
6 

10 
5 

51/2 
3 

10 
3 
6 

21 

6V2 
5 



WEST VIRCINIA 
_WJLS 
_WCAW 
WCHS 
WCKV 
WKNA 
WTIP 
WVOW 
__WOAY 
_ WPAR 
^.WLOH 
_.WELC 



Milwaukee 



-WMIL 



3 
9 
2 
3 
7 
1 
5 
12 
3 
3 

51/2 



15 



additional Negro-appeal stations which 
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Reach your Negro audience with a pri 
mary signal and a locally accepted Negri 
DJ that is the leader in his area. 

The dollar per thousand is the lowest 
cost of any station or group of stations 
in this area. No other station or group 
of stations can match The OK Croup 
offer. 

Located in the hottest sales potential are 
in the Mid-South and the Cold Ccast of 
the Gulf Coast, this group of stations 
reaches Negro buyers with outstanding 
Negro personality air salesmen in each 
market ... a proven and tested formula 
for increased sales. 



F 



mula 



VJBC^C No. 1 Negro & Hillbilly 

VMLOK No - 1 Ne S ro Station 

KAO/C No - 1 Ne S ro - Hillbilly 

KYO^C No - 1 Ne S ro Station 

vi \*oK A G °° d N °- 2 stati ° n 




A Low Cost Buy . . . One Contract ... One Affidavit ... One Billing Write or Ca 

Nobody . . . but nobody can reach more people or sell more goods at a lower cost per thousand on the 

' n r -tars Nat • for Texas 

Cold Coast of the Gulf Coast and the Mid-South than The OK Group stations. Make the 3 or 5 station Stanley w Ray, jr , vice Pres. 
buy and save money . . . give your advertiser high powered local coverage at low priced cost. 



.en Manager, 
Or cans 12 La. 



ta 



r 



vwoK vimoK MOK 

harlesJL 

T 



New Orleans 



Baton Rouge 



Houston 



Lake Charles 



DIAL 1480 



1000 WATTS WITH 5000 
WATTS APPLICATION 
PENDING 



out the South ! 



Brother Joe May 

America's Greatest 
Negro Male Spiritual 
Singer. Known and 
Loved by all Negroes. 



Hunk/ Dor/ 

A frantic knocked out 
jive air salesman that 
has brought a new 
breath of fresh air 
to Memphis 




fix 



CANE COLE, a hot jive man. 
R. L. WEAVER, a live spiritual DJ. 
JAY STORM, skilled Negro News Announcer. 

>NtOK 



Memphis 



1. AS ADMEN SEE IT 

I Continued from page 5 t 

sa\s LXans. a long-time marketing ex- 
pert. 

An analysis of the Xegro market 
tend? to be ron fused. says Joe Wool ton, 
head of the radio division of Interstate 
United 'Newspapers in New ^ oik. 
Win ? "Because marketers approach 
such a study with a psychological har- 
rier rather than the normal consumer 
harrier. They don't apply the same 
principles of reaching and covering 
this market as thev do any other seg- 
ment of the population. 

''An advertising medium is designed 
simply to showcase a product to a 
market and to get a showcase big 
enough so that the greatest number of 
people will come wandering in. The 
Xegro market has the same relation- 
ship to the total market that the Cadil- 
lac market has to the soup market. 
The Cadillac market is a part of the 
soup market, but it takes a special 
knowledge and a special appeal to sell 
an expensive Cadillac to people who 
buy inexpensive soup. 

"The one thing the buyer needs to 
know is market facts — facts about the 
people who happen to be Xegro, not 
facts about Negroes." 

The first thing to know about the 
Xegro. according to Clarence Ilolte, 
supervisor of the Negro Marketing de- 
partment at BBDO, New York, is the 
type of thing with which he identifies. 
The Negro is the "same as anyone 
else, in wanting to be recognized and 
in responding to that which represents 
him." He's different from other ethnic 
groups in that his habits, customs and 
thought patterns are conditioned by a 
completely different en\ ironnient. "Mo- 
tivations are the framework upon 
which the Negro consumer market is 
constructed," and a study of these 
human motivations will lead an ad- 
vertiser to a selling approach which 
will be effective. 

Knowledgeable agency people agree 
that the Negro has been —and is —con- 
ditioned b\ the same elements which 
influence Albanians, Americans or Af- 
ghanistanians. These conditioning ele- 
ments are rudimentary: education, 
economics, social status, family rela- 
tionships, heritage. 

How do some of these differences 
show up, in terms which a marketer 
can appraise? 

They are evident in a United States 
Department of Labor report on food 



consumption and expenditures. Ne- 
groes spend more money for food than 
do whites at the same income level (at 
this point, 27.9<? of every spendable 
SI). They eat far more meats, poultry 
and fish. The ratio: 12.7 pounds pur- 
chased b\ Negroes for every 8.8 pur- 
chased by white. 

Negro women buy more hoisery, and 
spend more for it, than do white 
women. A BBDO survey, conducted 
over a five-year period, shows white 
women bu)ing 5.4 pair and Xegro 
women 8.8 pair every six months. In 
this five-) ear period, Negro women 
purchased 50^t more hose than did 
white women, a total of 78 pair com- 
pared with 53. The) paid more for 
the hose. too. so that the reason for 
frequent purchase is not inferior or 
lower quality merchandise. On the 
average, Negro women paid from Si. 26 
to $1.50 per pair, whereas most of the 
white women spent $1 or under. Ne- 
groes bought at about the same price 
consistent!) . whereas white women 
were erratic in picking a cheap hose 
one time and a higher grade the next. 

BBDO has some gleanings from 
another survey, this time on cosmetics. 
Again traced over a five-year period, 
the study shows Negro women buying 
8.43 boxes of face powder for every 
6.94 purchased by whites; 16.4 bottles 
of hand lotion as related to 13.8; 50.88 
deodorants for every 29.40. 

When it comes to canned soup, the 
white family is a much bigger con- 
sumer 40 in every 100 white families 
buy canned soup, only 22 in every 100 
Negro families, according to one sur- 
vey. Yet Xegro families eat more 
starchy foods than do the white. They 
do more home baking, and they're 
conditioned to eating heavy desserts 
and baked goods. 

This is the type of market informa- 
tion which the client wants to know r 
and which the sponsor of Negro radio 
is beginning to probe. 

Agency buyers of Negro-appeal ra- 
dio have a sound idea as to what they 
are buying and for whom. They can 
draw an accurate profile of the X T egro 
market, but they keep adding to that 
profile with three-dimension informa- 
tion of this type all the time. 

Madeleine Allison, media director of 
llcrschcl Z. Dentsch agency, New York, 
plans time schedules for a variety of 
Negro radio accounts. Some of her 
philosophy : 

"The Negro woman, more than the 



white, controls the family budget. We 
advertise to her. She's an even better 
prospect if she and her family have 
migrated to a metropolitan area, be- 
cause it shows they have 'get up and 
go'. Negroes have great loyaltj and 
feeling for the station which is part of 
their community, and which shows 
them they don't have to be in an in- 
tellectual ghetto. As the stature of the 
station grows, so does its listening — 
and its advertising. 

"When I bu\ Negro radio. 1 know 
for every 20.000 Negro listeners I'm 
going to get 20.000 customers. In 
regular radio, 1 figure I'll get 20,000 
customers for every 40,000 listeners. 
That s w hy 1 don't care about ratings, 
or the fact that specialized radio is 
more expensive. I don't want listeners; 
I want customers. You always pa) - a 
premium for a specialized audience, 
but it's a good buy because per capita 
sales are more important than eost-per- 
1.000." 

Buyers and marketers are guided in 
their market and media selections in 
Negro radio by some of these con- 
siderations. 

1. The Negro buys high-quality 
products, and he buys by brand. Much 
of the "imitative" element of which 
Evans spoke is inherent in the attrac- 
tion to known brands. For many years 
the Negro was exploited by offer of 
inferior merchandise of shoddy quali- 
ty. He's formed the habit of buying 
a brand which everyone knows about, 
and which is reputable. 

He's also conditioned to spending 
more for consumer products than his 
income would warrant, and very often 
he buys out-and-out luxury goods. Two 
of the biggest reasons: he's limited 
geographically to a certain residential 
area, and is frequently unable to buy 
a house, so he'll siphon this money 
into an expensive car; lie s limited also 
in the type of entertainment which he 
can enjoy, as many theatres, night 
clubs and the. like are closed to him. 
So he may buy expensive fishing tackle, 
or clothing, or furnishings. 

2. lie establishes strong loyalties to 
advertisers and to radio stations and 
their personalities. Use of local Xegro 
radio personalities, operating in the 
Xegro milieu, ensures immediate iden- 
tification, lie trusts them; he buys 
the products they endorse. 

3. lie likes to be appealed to direct- 
ly, but at the same time he doesn't 
want to be isolated from the total com- 
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TAKE YOUR CUT OF THIS 
RICH CHOCOLATE PIE 




Population Coverage Area: (C. L. Polk Div. 1956 Issue) 
Total: 646,000; Negro: 298,000 — 46% 

^, „ . 1955 Total: 592,750,000 

Effective Buying (SRDS) Negro: 145# 25o,ooo 

BUY — The True Negro Voice that Reaches the Rich 
Negro market of the Red River Valley. 

SHREVEPORT'S ONLY ALL-DAY 
ALL-NECRO PROGRAM STATION 

Qualified Negro Air Personnel, Six Men and Tuo Women. 
3-IIrs. Morning Spirituals, 2-IIrs. Morning Blues & Populars, 
1-Hr. Afternoon Gospels, 4-IIrs. lilnes & Populars, 2|4'II r8 - 
News, 114-IIrs. Sports. 



K A N V 



2730 TALBOT STREET 



TELEPHONE 2-3122 



SHREVEPORT, LOUISIANA 



1050 K. C. 
250 WATTS 
DAYTIME 

P. O. BOX 3611 



Represented by Bob Wittig, UBC New York— Richard Eaton, UBC Wash., D.C. — Sy Thomas, 
UBC Chicago: Harlan Oakes, Los Angeles, Cal. Dora-Clayton, Atlanta, Ca.; Joe Harry, 
San Antonio, Tex. 
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«KWB 

THE WARNER BROS.STATION 



THE ONLY 24 HOUR 



NEGRO 
PROGRAMMED 



STATION III 

' 0AKUND-S.F. 
BAY AREA REACHING 
ROOK RF THE 
NEGRO ARBIENtE 

2j( Oakland and the East Bay lead San Francisco in Negro 
population as well as in total population 



Availabilities around the clock! 
National Reps: Forjoe & Co. 



1310-1000 Watts 



327 22nd St., Oakland, Calif. 



munily . Tie's not out in left field, even 
though he's in a different part of the 
field than is the white. He doesn't re- 
spond to condescension or to attitudes 
of superiority. TTc never responds to 
use of Negro dialect when it's phony. 

4. The Negro is interested in letter- 
ing himself and his way of life. Any 
advertising appeal which can convince 
him it icill improve his status will be 
received enthusiastically . This applies 
particularly to the migrant Negro, the 
one who has moved into metropolitan 
areas where there are move job oppor- 
tunities and where credit is extended 
to hi in. 

The theory of economic betterment, 
and of acquisition of goods, has to be 
backed up with the tangible prospect 
of income and employment and credit. 

5. Negro income is soaring. Al- 
though its still considerably below that 
of the white nationally . in man) areas 
there's little discrepancy between in- 
comes of (he two groups. Negro credit 
is being extended, as banks, loan com- 
panies and retailers realize there is a 
minimum credit risk. 

(). Any appeal should be to the 
Negro in his own idiom. Or. "Don't 
use a Guy Lombardo to sell people 
who go to the Sa\ ov Ballroom." Copy 
should be slanted to reach the Negro 
market and everydav situations in his 
life should be stressed. Positive moti- 
vation comes from positive association, 
one agency man said. 

Two examples of "ineffective" ap- 
peals: Negroes didn't react favorably 
to the Luck\ Strike "be happy, go 
Lucky"' theme. Why ? 

Because, in the explanation of one 
buyer, "the Negro, since slavery days, 
has always been described as happy- 
go-lucky." And a commercial an- 
nouncement situation which refers to 
an executive in a big manufacturing 
plant obviates any possible rapport 
with most Negro listeners. Why? 
"Because he doesn't know any such 
executives and doesn't ever expect to 
be one." 

7. The Negro, in some ways, is a 
"captive consumer." Tie's captixe for 
food and drug stores, particularly, be- 
cause, he's often limited to a relative}} 
small area of a community, and lie 
shops in that community. The den- 
sity of population in Negro neighbor- 
hoods is higher than for any other, so 
that a retailer has an unusually large 
number of prospects to attract within 
a limited radius — a great potential. 
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8. In an estimated one-third of all 
Negro families, both the husband and 
the wife work. This has many impli- 
cations: the aggregate family income 
is higher: there is a need for more 
effort-saving devices and services; 
shopping must he dune at off-hours and 
more hastily. 

9. Negroes are particularly respon- 
sible to music and religious radio pro- 
graming. Some buyers de-emphasize 
the out-and-out '"rock and roll*' audi- 
ence, figuring it attracts non-buying 
teens. But most buyers aim for par- 
ticipation in music and d.j. shows, and 
for gospel and spiritual programs. 
Negroes are deeply religious, and they 
like to listen to religious programing 
and religious music. 

10. They're especially conscious of 
their personal grooming. This is a re- 
sult of many Negro stercot\ pes. Both 
men and women are more acutely 
aware of cosmetics, toiletries and ap- 
parel than are whites at the some in- 
come and socio-economic level. 

11. Negroes are inclined to spend 
more, proportionately, for goods than 
are whites at the same income level. 
Thus, a Negro wage earner making 
$3,000 a y ear may spend as much for 
shoes as does the white person earning 
twice as much. * * * 



2. STATION REPORTS 

( Continued from page o) 

ngs another 1 7 r J 



gospel 
musical 



programs 



featuring 



includes 
local 



church choirs: still another 17'r, live 
broadcasts with local singing groups, 
some four hours daily. The remainder 
of the schedule: 5Hr. news, of which 
there are nine five-minute shows daily 
Monday through Friday , five on Satur- 
day and seven on Sunday: 31 church 
broadcasts, four hours each Sunday ; 
1%, miscellaneous, including a five- 
minute birth announcement show 
every day, and a half-hour Sunday 
program of labor news and forum 
discussions. 

One of the characteristics of Negro 
radio is the imaginative and attention- 
getting names used by local Negro 
personalities, and for the programs 
themselves. A random selection from 
KWBR, Oakland, Calif., shows: Septa 
Serenade (for a 7:30-8:30 a.m. and 
2-5 p.m. show six days weekly), with 
a d.j., Bouncin' Bill; the Night Hawk 
Show (midnight to 5 a.m. Wednesday 
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BALTIMORE'S 

NtGRO RADIO STATION! 




FIRST 



Alan Freed 

EVERY MINUTE 
OF THE DAY.... 



.from March, April, May 1956 Issue of NEGRO PULSE. 





Frank Graham 



WEBB 





ON THE Jf 
DIAL ' 

POST OFFICE EOX 26 
BALTIMORE 6, MD. 
Billiam Dupre PHONE: MUrdocIc 6-3180 Duke of WEBB 

REPRESENTED NATIONALLY BY GILL-PERNA 
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through >undav ) with Rockin" Robert. 
It airs nine ami a quarter hours of 
spiritual programs weekly, another 
two hours of religious -hows. 

Its "(lefiniteh the personality" which 
sells!, according to \\ BCD. Binning- 
ham. li hits hardest on spirituals and 
rln thm-and-blues music, reaching an 
estimated 90 Negroes for every 100 
listeners with 60' r of these adult. 

WVNN. \nnapolis. Md.. is a full- 
time \egro station, programing !>1 
hours weekly and attributing 100^ 
of its re\enue to sale of time to clients 
interested only in reaching Negroes. 
One of the reasons it pulls a steady 
Negro audience is that it programs 
directly to them. An example: This 
summer it broadcast remotes directly 
from a Negro heaeh on the ocean near 
Annapolis. M. II. Blum, president and 
general manager of the station, re- 
ports "Some of the greatest names in 
the Negro entertainment world appear 
at this beach during the summer 
months. 

WA.NN is unique in that it serve- 
both the rural and the urban Negro. 
Located between Baltimore and Wash- 
ington, it sends a signal into a market 
covering all or parts of five states. 



Says Blum: '"In the urban areas, many 
Negroes are employed in shipping, and 
are well paid. Others work in white 
collar, business, domestic, professional, 
manufacturing and service occupations. 
In the rural areas. Negroes work in 
farming, chicken raising, tobacco 
growing, oystering, crabbing, cannery- 
work, general agricultural work." 

Programing at WGLS. Chicago, on 
the oilier hand, appeals to the com- 
pletely urban Negro — some oOO.OOO of 
them in the. market. Chicago typifies, 
in exgaggerated terms, the influx of 
the Negro into Northern and Western 
industrialized areas. Chicago's Negro 
population has almost doubled in the 
past decade, and WGES owner John 
A. Dyer estimates the current gain at 
between 50,000 and 60.000 annually. 

On the air for 32 years, WGES has 
been programing to Negroes since 
1944. Its current Negro-appeal sched- 
ule: 6-7 a.m., Monday s through Satur- 
days; 9:30 a.m. to 1 p.m., Mondays 
through Saturdays; 3 to 6 p.m., Mon- 
days through Sundays; 9:30 p.m. to 
I a.m., Monday through Saturdays; 
6:30 to 7:30 p.m., Sundays; 9:30- 
11:30 p.m.. Sundays. 

He says: "Our view of the future 



of the programs directed to the Negro 
audience is very optimistic. Our suc- 
cess is best exemplified by our mush- 
rooming from one half-hour a week 
to 11 hours per day, and a contem- 
plated further expansion attests to the 
accuracy of our judgment."' 

KNOK. Fort Worth-Dallas, has a 
salient quote on programing. 

"The music is the bread and butter" 
in programing, "but the dj is the meat 
in the sandwich. A strong personality 
will swallow up a lesser personality 
if they both play identical music." 

The station gets about 100 fan letters 
daily in response to its Negro pro- 
graming. Why? "Negroes regard 
KNOK as their station. They bring 
lheir gripes to us in the hope that we 
can help. They believe what we tell 
them. It makes for careful advertising 
policy. You can't fool 'em, however 
tantalizing the time order might seem!" 

WD1A. Memphis, has an interesting 
breakdown on its time orders. A list 
of national accounts running on the 
station last year totals 101, of which 
9o purchased announcements and 1 1 
bought programing. And 40 of these 
advertisers were on 52-week contracts. 
Most of these advertisers represented 
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It's a buy! 

Opening October 1st 
Michigan's first station with 

ALL NEGRO PROGRAMMING 

by a complete, experienced staff 

WCHB 

"The Voice Of Progress" 
500 WATTS 1440 KC 

COMPLETELY COVERING DETROIT'S RICH NEGRO MARKET 



BELL BROADCASTING COMPANY • INKSTER, DETROIT 



REPRESENTED BY JOHN E. PEARSON COMPANY 
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general-appeal products using specific- 
appeal radio. 

The trend is for more general-appeal 
products to use Negro radio, although 
there is. of course, a steady flow of 
business from those products which 
are more closely identified with the 
Negro consumer. These include the 
proprietary drugs for "home treat- 
ment," the skin creams and hair 
straighteners. 

J. H. Wilder, manager of WBAW, 
Barnwell, S. C, notes that any "ad- 
vertiser will find the average \egro 
responding favorably to his appeal, 
except for those who make luxury 
products." The so-called luxury prod- 
ucts sell well, however, depending on 
the habit pattern and the income level 
of the Negro community. In Barnwell, 
"the Negro economic level is generally 
several steps below that of their white 
neighbors." 

Typical of a high-income area is 
Detroit, where WJLB reports the city 
Negro there has the highest average 
income per Negro family in the U. S., 
some $3,750. "Detroit Negro income is 
higher than the national average for 
white families. Negro family income 
compared with Detroit non-Negro in- 



come is considerably less, but credit 
buying expands the dollars spent far 
beyond actual income." 

This brings up the iffiest question 
in all of Negro radio. 

Facts needed: How inanv Negroes 
are there in Broomstick, Wyo.? v\nd 
how much money do they earn? How 
much do they spend, on what and 
why? What are the social and eco- 
nomic influences which make them a 
more potent marketing force with 
which to reckon? 

Ever\ radio station in the country 
has some of the answers which buyers 
want to know. Many radio stations 
have tidbits of market information 
which are sufficient to indicate the 
strength and the potential of their 
areas. Others have the full story, 
gleaned from such various (and in- 
consistent) sources as the Chamber of 
Commerce, the state government, the 

u- 

Urban League, the Real Estate Board, 
the Welfare Department, state univer- 
sities. 

All of the nation's Negro-appeal 
radio stations are conscious of the 
need for specific data on the Negroes 
in their communities. And the" re mak- 



ing ever more strenuous efforts to 
rolled this data. 

Here's the t\ pe of information which 
most Negro-appeal stations, program- 
ing more than 25 hours a week to Ne- 
groes, know about their communities. 

WBCO, Birmingham, Ala., knows 
that one in every three dollars spent 
there is spent by a Negro. In this 
trading area of more than a million 
persons, 43.3% are Negroes, 50.7% 
of the x\egro homes ha\e television, 
93.fi r < ha\e radios, 54,0% have tele- 
phones, there are 4.4 persons in each 
family. 

Some of the stations have found 
these answers over a long period of 
time. WJOB, Hammond. Ind., for 
example, has been on the air broad- 
casting Negro-appeal programing since 
1932. Says Joseph R. Fife, commercial 
manager. "We are one of the pioneer 
stations in the broadcasting of specific 
Negro programs, airing our first from 
the Chicago World's Fair. We have 
been doing it continuously and profit- 
ably ever since." 

Typical only of a big-city Negro 
station is WLIB, New York, reporting 
a 99% Negro audience in a market 
which has one and a third million 



WRMA 

950 k.c. 1.000 Watts Montgomery, Alabama 

WRMA 

Montgomery's ONLY Negro Radio Station — serving over 200,000 Negroes in 
Central Alabama — constituting 53% of area population. 

WRMA 

Serving only the Negro Population — YET — rated the NUMBER 2 station in the latest 
HOOPER survey among 5 other existing radio stations. 

WRMA 

has increased its National Advertisers by 150% since Sponsor's last all-Negro 
issue — advertising daily for such National Advertisers as: General Foods . . . Armour & 

Company . . . Standard Brands . . . The Pet Milk Company . . . Monticello Drugs . . . 
American Tobacco . . . Manhattan Soap . . . Reynolds Tobacco . . . Union 
Pharmaceutical Company . . . United States Tobacco . . . Studebaker . . . Brown and Williamson 
. . . Johnson and Johnson . . and many others. . . . 

WRMA 

has proven Sales Results . . . Responsive Listeners . . . and a vast consumer 
audience . . . wdiy don't you become our next success story. . . . 

Judd Sparling Joseph Hershey McGillvra. Inc. 

Commercial Manager National Representative 
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Negro families. Its audience '"is more 
responsible to advertising, more brand 
con>ciuus and more lo\al to advertisers 
it trusts than the average audience. 

New 1 ork Negroe* are "more edu- 
cated, more sophisticated and have a 
higher standard of liv ing." flow high? 
Since 1041. the income of all Negro 
earning groups has tripled, contrasted 
with that of the total population, which 
has doubled. New ^ oik Negroes spend 
S250 million annualh on food. IV'i 
own their own homes, bottled beer is 
used in more than 50' < of the homes. 
."()' ( of the men and 16' ( of the 
women smoke cigarettes. 

Ibis is the t\pc of information 
which the local, regional and national 
advertiser want?- to know about a mar- 
ket. And this is the type of data ihey 
are getting in greater qnantit\ and 
quality . 

Here's what WITH. Baltimore, know s 
about itself, for example. 

The Negro community there is the 
sixth largest in the country, having 
grown 16'; >mce 1950 to 310.000. It 
spends $2<!5 million annualh, has 
more people of prime buying age than 
the white group, has more w age earners 
per family than the white. It has 60' r 



as much income as the white family, 
but its home ownership is increasing 
three times faster than the white. Most 
of the Negroes are in [he skilled wage 
earning class. 

Man\ markets not onl\ have a large 
Negro population, the\ have a high 
proportion of Negro to non-Negro. 
Washington. I). C, as an example, has 
about 45 Negroes for every 100 resi- 
dents. In the deep South, mail) coun- 
ties still hav e a high density . W 1!0J, 
Clarksdale. Miss., reports 7 1 f < of its 
market is Negro, ranging from 60'? 
in Quitman county to a high of 81 'c 
in Tunica county. 

Philadelphia is one of the cities 
which is growing rapidly with the 
influx of Negroes from the South. 
Termed a '"receiving station." the city 
attracts the Southern immigrant who 
remains there some time and then 
moves on to other Northern cities, 
usually those in New Jersey or New 
York City itself. 

WHAT, Philadelphia, broadcasts 
''the oldest Negro program" there. It's 
Snap Club, on the air Monday through 
Saturday from noon to 7 p.m.. and 
"the highest-rated Negro program" in 
Philadelphia. In the past 25 years, 



\\ HAT has established its program 
1 urinal so that local people "'know 
exactly what program the\ are tuning 
in at exactly what time." It has con- 
ducted "thorough and complete re- 
search of the Negro market in terms 
of population, income and audience 
preference." 

KSAN, San Francisco, cites growth 
in Negro population there. Since 1939. 
the Negro population in the Bay area 
has increased by 700'?. KSAN. un- 
usual for a West Coast radio operation, 
programs 133 hours weekly — 94 r c of 
its schedule — to Negroes. Car owner- 
ship is high, one reason being that 
man\ Negroes are employed in indus- 
try and a car is needed for commuta- 
tion, and 33 r ? of the Negro families 
own their houses. 

Main of the Negro markets are 
progressive communities which are at- 
tracting new industry. This, in turn, 
offers more employment to more Ne- 
groes, and gains them a higher earning 
capacity. WJAK, Jackson, Tenn., re- 
ports that in its most recent election, 
people in Madison county authorized 
the sale of $5 million worth of indus- 
trial bonds. The money is to be used 
to attract more industry by erecting 
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WANN DOES THE LARGEST. 



^ MAIL ORDER BUSINESS IN ^ 



^BALTIMORE, WASHINGTON,^ 
^^ANNAPOLIS, EASTERN ^ 
^ SHORE OF f 
MARYLAND £ 



AREAS! 



W ashington 




THIS PROVES IT ALL! 

Mail order sales take the guesswork out of 
media selection. Here in the WANN tri- 
angle, a marketer's dream combining rural 
and urban Negro areas, WANN does the 
biggest job. That's all you need to know. 



WANN 



1190 ON THE RADIO DIAL 
ANNAPOLIS BROADCASTING CORP. 
P. O. BOX 749, ANNAPOLIS, MD. 
PHONE COLONIAL 3-2500 

Eastern Shore of Maryland 
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a building to the manufacturer's 
specifications. 

This particular area already has an 
aluminum paint company, a garment 
factor), a wood veneering plant, a 
meat packing company, two railroad 
machine and repair shops, a cotton 
oil mill and a cotton bagging mill, a 
distillery stave mill and three large 
lumber mills. 

The South is trying to lessen the 
industrial gap between it and the 
North, and with this lessening is the 
tendency for Negroes to remain in 
Southern town? as new job opportuni- 
ties open up. 

As the Negro income goes up, the 
standard of living and the educational 
levels rise. With the over-all gain in 
these realms, the Negro becomes a 
more stable, responsible and integral 
member of the business community. 
SPONSOR asked Negro-appeal radio 
stations where they got their market 
data. It also suggested the possibility 
of radio stations working in coopera- 
tion with local Negro colleges to col- 
lect and analyze Negro market infor- 
mation, such as income levels, buying 
habits, intention to buy. 

Most of the stations seemed to 



think this a workable idea, providing 
there were Negro colleges located in 
the area. Some stations have already 
used facilities and personnel of such 
colleges. WMRY, New Orleans, has 
worked with the marketing department 
of Dillard University, and is contem- 
plating another project during this new 
school year. WYOU, Newport News, 
is planning a project with Hampton 
Institute because 55% of its city resi- 
dents are Negro. WITH. Baltimore, 
has worked with Morgan State College, 
while KCOH, Houston, has collabo- 
rated with two schools, Prairiview and 
Texas Southern University. 

WJAK, Jackson, Tenn., offers its 
facilities to journalism students at 
Lane College, and WDAS, Philadel- 
phia, cooperates with the staff of 
Lincoln University in the exchange of 
ideas on the Negro market. WGIV. 
Charlotte. N. C. has conducted several 
such projects in the past, and is now 
formulating another plan with Carver 
College and Johnson C. Smith Univer- 
sity. 

The more usual sources for market 
data for any station are those used 
by WLOK, Memphis, which goes to 
the Chamber of Commerce, the Urban 



League, the Better Business Bureau, 
the Tennessee Department of State, u- 
well as other local and national sources. 
It is a 100% Negro-appeal station, 
scheduling its shows from 5 a.m. to 
7 p.m. It's schedule is entireh disk 
jockey, with 60% devoted to rhythm- 
and-blues and 40% to spiritual. 

KWBU, Corpus Christi, Texas, from 
time to time hires such local research 
firms as Consumer & Opinion Sur\e\s 
of Corpus Christi to research a prob- 
lem. Another activity it has is con- 
tinual contact between station man- 
agement and its Negro talent, and some 
67 local Negro groups. These groups 
counsel the station on its programing, 
and aid with merchandising in behalf 
of station accounts. 

Many stations are able to get figures 
on the type of products Negroes bu\ 
and the brands which they prefer. 
WEDR, Birmingham, as typical of 
these stations, reports that 94% of 
the Negro families in its area use a 
deodorant. 97%, instant coffee: 91%. 
powdered milk; 95%. canned corn; 
36%, cigars. 

Market variations: The national buy- 
ing potential of Negroes is estimated 



LEADING NATIONAL RATING 
SERVICES GIVE WHAT 
TOP NEGRO AUDIENCE 




THE TRUTH ABOUT NEGRO RADIO IN PHILADELPHIA 



WHAT talks to more Negroes than any 
station south of New York City. The 13 
year acceptance of more than a HALI 
MILLION N'KGROI S has boosted WIIA'I 
ratings up to some network stations. 

No other local station, network or inde- 
pendent, can deliver so many Negro buy- 
ers so inexpensively. Lowest cost per 
dollars spent, now enjoyed by a multitude 
of national as well as local accounts. 

WHAT is the only Negro station, regard- 
less of power and directionality, whose 
signal reachc* every Negro neighborhood 
The highest non directional AM tower in 
Philadelphia. 



WI1AI offers the most complete REAL 
MI RCIIANT)IMN(. bonus ever developed 
for the local Negro market. 

WHAT is the only local station with a 
fulltime seven day Negro broadcast sched- 
ule. Established top Negro personality 
salesmen catering to every age group and 
income bracket. 

WHAT is the only local Negro station to 
win Mc Call's Golden Mike Award. . . "In 
recognition of performing the greatest pub- 
lic service in broadcasting programs to 
promote a better understanding of the 
needs and problems of the Negro coni- 
munitv of I'hila." 



• UIIM-IM oilers Philadelphia'* only high 
fidelity I M Negro program service. (20,000 
« atts) 

Represented by: Stars National Inc. 




Philadelphia 31, Penna. 
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at MO billion, but the local bin ilia 
potential varies enormously. 

In Washington. 1). C.'WTST re- 
ports total spendable income of Ne- 
groes is >400 million in the District 
and s.iOO.000 in suburban areas. The 
median income for the Negro is 
£3.900: for the white. $5,200. 251 
of all Negro workers earn from $5,000 
to S6.999: 18';. from $4,000 to $4,- 
000 to s 1.990: 16';. from $3,000 to 
S3.999: 15',. from $7,000 to $9,999; 
9' f each, from s2.000 to $2,999 and 
under >2.000: P/r. 10.000 and over. 

In Baltimore, which has about 500,- 
000 Negroes in the coverage area, 
\\ EBB knows these market character- 
istic"-: "there is a tremendous amount 
of industrial employ ment for skilled 
labors, " '"Negroes arc getting an op- 
portunity to li\e much better than ever 
before" because of new housing ac- 
comodations, "more and more Negroes 
are finishing high school."' the "buy- 
ing potential is on the upgrade in 
tremendous leaps and bounds every 
single \ ear." 

\nd in Houston, reports KCOH, 
53.9'; of the Negroes own cars. The 
city "offers a tremendous job potential, 
with good income. W hite and Negro 



salaries compare verv favorably with 
die Xcgio getting perhaps $1,000 less 
than the white collar workers." 

In Charleston, S. C, Negroes com- 
prise 45. 2 C ( of the population, reports 
\\ Q.SN. Hut this same proportion of 
the population consumes 73.7 r c of all 
patent medicines, buys 14.17( of the 
clothing. 13' c of tobacco products, 
45% of all foods. The high food 
figure is partially attributable to the 
fact that main Negro women are em- 
ployed as domestics and. as such, they 
do a lot of the buying for white 
families and control the brands of food 
purchased. 

.Many radio stations arc hiring Ne- 
gro time salesmen and Negro consult- 
ants, in addition to Negro talent. 
WGES. Chicago, typifies the trend. It 
has six full-time Negro men selling 
time in the Chicago area. 

Most Negro-appeal stations long 
since have hired Negro performers. 
But even these well established stations 
are hiring more Negro performers and 
more Negroes to work behind-the- 
scenes at the station. The entire an- 
nouncing stall at WSID, Baltimore, 
is Negro, and the station schedules 
several Negro news shows. 



I se of a Negro air personality has 
long been advocated by WTOD. To- 
ledo. It recommends '"for good results 
in Negro programing, use a Negro 
personality and find out what the 
community wants." It used a white 
announcer when it started to program 
lor Negroes several years ago, and 
"we didn t get the right response be- 
cause we didn't have the pulse of the 
community." 

It now uses a personalitv well known 
in the Negro community. ''Commer- 
cials are carefully screened for the 
show, using a different approach than 
for the usual announcement, and re- 
sults are always satisfactory. We have 
found that slapdash programing to 
any group does not pay off, nor does 
it perform any community service, 
which is the civic responsibility of 
the broadcaster/' 

All technicians and announcers at 
WMOZ, Mobile, Ala., are Negro. Its 
coverage is some 215,000 Negroes in 
Southern Alabama, Northern Florida 
and Southwest Mississippi, providing 
"the Negro with a station where he 
can express himself religiously with 
educational programs and with enter- 
tainment where they now have a fuller 
life." 

\VLOl T , Louisville, works on this 
theory: "Who knows what appeals to 
Negroes better than a Negro?" As a 
result, the staff is 701 Negro, includ- 
ing "all air people, the program 
director, the copv department. Says 
W illiam Arthur Selley. Jr.. vice presi- 
dent and station manager, "We pro- 
gram what Negroes are interested in. 
including their news." He has a full- 
time Negro salesman and a full-time 
Negro public relations director. 

Listener ehtiracteristics: What are 
some of the things which characterize 
Negro listeners? 

"Negroes are the most loyal and 
responsive of all audiences, reports 
KATZ. St. Louis. Mo. As a result, we 
are verv careful about misleading 
statements by advertisers. Many times 
we have cautioned an advertiser about 
living up to his copy, and in a few 
instances we have cancelled those who 
will not do so.'' 

Programing^! W \OK, Baton Houge, 
is about evenly divided between 
lhv thm-and-blues music and spiritual 
music. Vet "spiritual fans are more 
sincere than r and h or hillbilly fans." 

An example of listener impact comes 




315,000* Negroes call KNOK their station 
and 1,000,000 !:: Whites give KNOK second 
preference in Texas' lushest market. 
John Pearson will supply the details. 



* (950 census figures 
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from WILY, Pittsburgh. Terming the 
city "peculiar, in that merchants do 
not promote in depth nor with the 
imagination used in comparable mar- 
kets,"' Manager Ernie Tannen adds 
"when a merchant does apply a spec- 
tacular technique in a promotion, the 
response is spectacular. " 

Last February, the station proposed 
a George Washington birthday sale 
promotion to a new appliance firm, 
Discounts Inc. The bin : 60 announce- 
ments at the rate of 20 daily for the 
three days preceding the 22 February 
sale. Listeners were told the doors 
would be open at 10 a. in. that morning. 
The temperature dropped to below 
freezing, jet at 9 p.m. the evening 
before 60 people were waiting to get 
one of the radio specials. Hy opening 
time on the morning of the sale, there 
were 600 people in line. This was the 
only advertising used — and the crowd 
netted the advertiser a front-page story 
in one newspaper and a picture spread 
in another. 

Most of the radio stations report an 
audience which is largely adult. This, 
of course, is the type of audience com- 
position the\ seek, because teens and 
youngsters have relatively little buying 
power in contrast to the adult group. 
WMRY. New Orleans, estimates 75% 
of its Negro listeners are over 21, with 
teens comprising about 15% and 
youngsters about 10%. 

I^OK, Fort Worth-Dallas, has a 
similar estimate: 70%. adults; 25% 
teens: 5%. children. According to the 
local Pulse report. 47.500 Negro fam- 
ilies tune to the station in a week. 

Negro personalities draw a consist- 
ent flow of mail from their fans, and 
the quantit) is usualb impressive even 
without the use of special gimmicks 
or mail-pulls. WHNC, Henderson, 
N. C. sets an average of 3.000 cards 
and hitters weekly. And, on a special 
oiler such as a photo giveaway, it 
pulls as many as 69,000 requests. 

Merchandising: Vhnost all stations 
offer some kind of merchandising. A 
more prosperous operation, broadcast- 
ing in a community with a large num- 
ber of Xegro families, will offer such 
extensions of merchandising as store 
audits and shelf checks. Other stations, 
operating on slimmer margins, will 
offer extra sen ice only if an adver- 
tiser requests it or if the size of the 
contract makes such an investment 
in time and personnel worthwhile. 



T\ pical promotional features are 
offered clients b\ W \0K. Atlanta. 
Among its "extras": announcements 
in the six Negro theatres, with re- 
corded plugs b\ station personalities 
heard at the end of each feature film: 
ads in the local Xegro paper; mailings 
to the trade: product displays in gro- 
cery or drug stores, arranged by the 
stations promotion man: product 
giveaways at weekb remote broad- 
casts, originating on ihe stage of a 
theatre: display of sponsors' products 
in station studios from which a nightly 
three and one-half hour show is broad- 



cast before the regular studio audience. 

WMKY. New Orleans, has what it 
calls its MP (market penetration) 
Plan, which includes merchandising in 
stores catering prima rib to Negro 
customers, special research through the 
station's Hostess Serv ice, special dis- 
play material, support through news- 
paper ads and athertising on large 
attraction boards which front the 
WMUY Building and which arc seen 
by 80,000 persons daily. The Hostess 
Service conducts consumer studies, 
with anabses of product preferences 
and product standing in the market. 




looper-Snooper, Tumpfu'n Tie 



Where do the actual Jfgures lie? 

Were rjood on Tulse, ijou see, mi) jriend 

We act results , and that's tlie end . 



Robert "Browning" Meeker, Pres. 
Robert "Browning" Mulvey, Comm. Mgr. 



TIME BUYING IS POETRY WHEN YOU 
BUY KCOH AND HOUSTON'S 
$960,000,000 NEGRO MARKET 

KCOH has continued for four years to lead all other media in 
coverage of this vital economic segment of the Houston market. 
Over 391,000 Negroes with an annual spendable income of 
$960,000,000. This audience is yours when you buy KCOH. 
More coverage and lowest cost per thousand makes KCOH your 
best buy. 

FIRST all Negro station in Texas 
FIRST in Pulse rating 
FIRST in Results 

FIRST in public service to the Negro market 

WRITE TODAY FOR OUR FREE DETAILED REPORT 
ON HOUSTON'S NEGRO MARKET 




M & M Bldg. 

Houston, 

Texas 



National Representatives — John E. Pearson Co. 
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SPONSOR 

GOES 

WEEKLY 

27 OCTOBER 
WITH A 

FOUR-POINT 

EDITORIAL 

PROMISE 

1. essential reading 

2, useful reading 

3. fast reading 

4, easy reading 

A complete weekly wrap-up 

in depth for very busy executives. 



WWRL, New York, which started 
programing to Negroes in 1940. has 
been on the air 30 vcars. It nets some 
6.000 letter weekly from Negro listen- 
ers, and gains about 35% of its reve- 
nue from the sale of Negro-appeal pro- 
grams. It maintains a close relation- 
ship with the Negro communitv, and 
with Negro businessmen. 

Its merchandising services include 
in-store displays, shelf cheeks and 
item promotion in 500 WWRL Stores, 
on-the-air contests which require the 
listing of the advertiser's product name 
on each listener entry, release of pic- 
tures of the station personalities to 
salesmen in the client organization, 
circulation of such special promotion 
as 10,000 shopping bags featuring a 
local program, visits to jobbers and 
personal appearances. The station 
maintains four full-time merchandising 
men who cooperate with retailers, 
druggists and food stores particularly. 

Selling: An increasing number of 
radio stations are making direct calls 
to agency buyers and account people, 
and to executives at the client com- 
pany. This technique supplements 
activity of the national station repre- 
sentative, and pinpoints a specific sales 
recommendation to the local market 
needs of a national or regional adver- 
tiser. 

Desk presentations are made to 
timehuyers by \TJLD, Birmingham, 
which also has an average of 14 mail- 
ings to timehuyers every year. 

For the past three \ears, WD AS. 
Philadelphia, has been showing an 
elaborate Negro presentation to clients 
in the East. Prepared in cooperation 
with a Negro consultant and research- 
er, the over-all Negro presentation pin- 
points the Philadelphia Negro market 
in such terms as (1) residence, by 
Census tract; (2) proximity to food 
and drug stores: (3 1 population den- 
sity; (4) average rents and value of 
houses which are owned: (5) employ- 
ment: (6) income. 

WDAS offers a national advertiser 
such pluses as a trade mailing to stores 
stocking a specific product, setting up 
in-store displays, urging grocer co- 
operation in pushing the disphned 
item, gettinu; distribution in new stores, 
surveying the product in relation to 
the competition. 

The hinge on which the sales door 
swings is community relations. If a 
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TOPS 

in 

NEGRO 

Listening 
Coverage 
Merchandising 

in Washington, D. C. 
Metropolitan Area 

WOOK 

in Baltimore Metropolitan 
A rea 

WSID 

in Cleveland Metropolitan 
Area 

WJMO 

Norfolk Metropolitan 
Area 

WYOU 

in Richmond Metropolitan 
Area 

WANT 

Also 

KANV WCLS 

Shreveport Columbus 

WBUD 

Trenton 

Phone or write 

UNITED BROADCASTING CO. 
Plaza 59145—270 Park Ave., New York 
Randolph 65464 — 75 E. Wacker Dr., 
Chicago 

Jackson 57841 — 502 Mortgage Guaran- 
tee Building, Atlanta 



station works for and gets eoinmunitv 
identification, it is a cinch to get 
listeners, then sponsors, then sales. 

There are many components to bet- 
tering community relations. KOKY. 
Little Rock, hires a full time public 
relations man and a Negro consultant. 

Two years ago, WHAT, Philadel- 
phia, received the McCall Magazine 
Golden Microphone award for "per- 
forming the greatest public service in 
broadcasting programs to promote a 
better understanding of the needs and 
problems of the Negro community." 
It hired its first Negro staff announcer 
in 19-12, and it now has five in top 
program spots. One of its program 
innovations is Talk of the Teens, han- 
dled by high school students and mod- 
erated by a Negro high school teacher. 
Sooner or later, the station claims, 
every Negro high school student tunes 
to the half-hour Saturday morning 
broadcast. The show averages 300 
pieces of mail weekly. 

Teens are a big part of the com- 
munity relations program of WSID, 
Baltimore. The morning man. Kelson 
Fisher, asks kids to the studios on 
Saturday. They throng to the station, 
answer phone requests, read dedica- 
tions on the air, introduce songs, sing 
jingle station breaks they've written. 
Says Helen Wherley, traffic and pro- 
gram manager, "To the unimaginative, 
this might seem like complete confu- 
sion. However, we feel that in some 
small way we are helping to combat 
juvenile delinquency, for here the 
youngsters are gathering together un- 
der proper supervision and since it is 
their program they enjoy it to the 
fullest. 

"Some of these fine young people 
may be active in the field of entertain- 
ment or advertising in the years to 
come. It's a fine thing to help shape 
young people along creative lines so 
that in time they can decide for them- 
selves how to apply their natural apti- 
tude in their chosen fields." 

As the Negro market grows, more 
and more stations are taking to the 
air as Negro-appeal outlets, and many 
regular stations are switching to this 
tjpe of programing. 

One of the newest outlets is KOKY, 
Little Rock, Ark., which has a mid- 
October target date for taking the air. 
It's affiliated with WOKJ, Jackson, 
Miss., and is managed by John Mc- 
Lendon. The 1 kw daytimcr will main- 
tain an all-Negro staff and appeal to 
160,000 Negroes in the trading area 



For Best Results 
Use Vitamin 

DEE 

On Station WSID 

In Baltimore. 




Mary Dee conies to 
Baltimore. Mary Dee has 
been long recognized as 
one of America's out.-tanding 
Negro personalities. She 
is moving to W SID where 
she will have her own show 
known as "Movin Round 
with Mary Dee"'. If you know 
Mary Dee you know she 
is tops. Sponsors who have 
used her and have been 
identified with her shows in 
other markets, rave about 
her and you will too. 

FOR THE FACTS, 
TALK TO YOUR U.B.C. 
REPRESENTATIVE. 
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7ft. 




'45.3% NEGRO 





THE ONLY MAJOR MARKET 



45% NEORO htfhar than ANY U. S. 
City. Tha Capltal—induttrjal A financial 
cufrr e ra iino adi af tha South. 




(A t ., 

• and '1st in every ,, \ 
Survey * w * 
V 1955 O'Connor |? 
1956 Hooper 



McGiUvra 



e WOKJ Story 



v. ith a schedule of male and female 
disk jockeys (50 r r of total schedule), 
itligious music and sermons and dailv 
devotionals (30*"?), agricultural and 
educational programs (3 r c). news 
ItS'rA. forums and discussions (o"]~c). 

Groups: There are several broadcast- 
ing groups which program to Negroes. 
The largest of these is the Keystone 
Broadcasting System, of which Sidney 
\\ olf is president. KBS, since July 
1955. has sold its Negro Network Divi- 
sion of 343 stations as a package to 
national advertisers. \t this point, its 
stations co\er ft.V < of the Negroes in 
the "Southern area of concentrated 
coverage'' and 55 r r of all Negroes in 
the I .S. Both figures allow for a 7 f i 
increase over 1050 Census figures. 

K liS. according to Wolf, "is making 
plans to expand the Negro Network 
Divisions o\er-all coverage," with the 
i'ddition of new affiliates and addition- 
al sales to national advertisers. Noel 
Kins. \ ice president, reports a dozen 
national accounts are Inning the net- 
work to reach hoth Negro and white 
listeners, and several have signed only 
to reach the Negro population. KBS 
is the only non-wired or transcription 
network in the country. 

Rhys characterizes the Negro mar- 
ket in this wav. 

"A national advertiser needs special 
copy to tap the vast and increasing ex- 
panding Negro market, which has an 
tver rising earning capacity. The Ne- 
gro customer is discriminating, and he 
bins the best of everything. lie's 
willing to pav for the verv best on the 
market, and quality counts a lot. It's 
a mistake for the national advertiser 
to take for granted that price is the 
dominant factor. 

"How fast is the market growing? 
Well, three vears ago there v\ere per- 
haps 100 national advertisers who in 
one wav or another were interested 
in thi> expanding market. By the end 
of 1057, there will be 300 to 400 na- 
tional advertisers who will feel they 
must appeal to the Negro population, 
wherever il is, v\ith a message specially 
designed to tap this market. 1 ' 

Three veais ago, there v\as the first 

and short-lived — National Negro 
Network, a group of stations in 43 
major Negro markets which was sold 
as a package to national advertisers. 
Buyers bought segments of a daytime 
serial. Ruhr I (dentine, or adjacencies 




72,000 

Negroes of 

Greater 
Little Rock 

(# of the total population) 

OCTOBER 15 



Call 



NOW! 





J 



1000 WATTS 1440 KC 
LITTLE ROCK 
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WWRL 




1000 WATXsf 

1 



In South Carolina 
only two stations 

program 100% for a 
vast Negro Audience 
of almost 1,000,000 

WOIC 

Columbia, S. C. 
1470 KC 5000 W 

Walker Representation Co., Inc. 

WPAL 

Charleston, S. C. 
730 KC 1000 W 

Forjoe & Co., Inc. 

Southeastern Representatives 
Dora-Clayton Agency 



//^A GOLDEN HORN STATION 

SPEIDEL-FISHER 

J^C^ BROADCASTING CORPORATION 



to it. The network was disbanded 
after about a year, but plans for its 
re-formnlation are being made by its 
former president, Leonard Evans. 

Kvans. who has his own consultancy 
business in Chicago and who is an ac- 
count executive at Arthur .Meyerhoff 
advertising agency there, hopes to re- 
vamp the program and the sales struc- 
ture and get the network back into 
operation earl\ next year. Most of the 
programing would be transcribed and 
produced especially for the network in 
New York. Some special shows, how- 
ever, could originate live ami be fed 
to the network affiliates. 

0. Way ne Rollins ow ns several ra- 
dio and tv properties, of which three 
radio outlets are programed to Ne- 
groes: WNJR. Newark-New York: 
WBEE. Harvey-Chieago, and WRAP, 
Norfolk. A fourth, WGEE. Indian- 
apolis, takes the air 1 Oct. 

Says Rollins: "There arc two rea- 
sons why Negro radio has such un- 
limited possibilities now and in the 
future. 

"First: the fact that the Negro is not 
content and is constantly seeking ways 
and means to improve himself makes 
him very receptive to advertising that 
shows him the way to accomplish this 
improvement. If Negro radio stations 
so program their stations to reach the 
Negro — and particularly the buying 
part of the Negro audience — they will 
have success stories from their spon- 
sors. This, of course, means success 
for the station. 

"Secondly: the Negro population is 
concentrated in the metropolitan areas, 
and each day becomes more concen- 
trated as the moving trend from rural 
areas continues, and there are so few T 
advertising media directing their ad- 
vertising to this concentrated audience 
which makes it possible for the adver- 
tiser to get undivided attention. There- 
fore, the ability of Negro radio to de- 
liver the advertising message to a re- 
ceptive audience at a very low eost-per- 
1,000 eertainly fills an advertising 
need. 1 do not believe that we have 
even begun to take advantage of this 
opportunity as radio station operators, 
nor has the advertiser even scratched 
the surface of this concentrated mar- 
ket potential." 

Richard Eaton of United Broadcast- 
ing Co. represents five radio stations 
which program to Negroes exclusively: 
WOOK, Washington; WS1U, Balti- 
more; WJMO, Cleveland; WANT, 



New York's No. 1 
Station for America's 
No. 1 Negro Market 




•Dr. Jin - 
One of wwiujs 

sali's-firotluciiig 
persoimlilirs 



WWRL has a larger audi- 
ence in the 1,100,000 New 
York Negro Market than 
any other station — network 
or independent. 

WWRL moves merchandise 
FAST . . . that's why more 
and more national advertis- 
ers are using WWRL's great 
Negro audience shows to 
outsell all competition. 

They include: 

Camel Cigarettes 

Carolina Rice 

Coca Cola 

Carnation Milk 

Heinz Baby Foods 

Aunt Jemima Flour 

Rheingold Beer 

Italian Swiss Colony Wine 

Discover today why WWRL's specially 
designed programs plus sa'es- 
creating station merchandising can 
produce greater sales for you in New 
York's one million Negro market — 
at a cost of 12c per thousand listeners. 

Pulse Reports on request. 

DEfender 5-1600 

in New York City 
at 5,000 Watts 



WWRL 
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Dallas, Tex 

NATION'S 12TH LARGEST 
MARKET 



-315,000 Colored— In- 
Trade Area 

KGKO 

5000 Walts 1480 On Dial 

0 (Turing 
"The Top DJ" 

"Tony Davis 
Shows 77 

"Rock Festival*' — 9-1 a.m. 
Nitelv 



'"Spiritual Hour" — 7-8 a, 
Sunday 



in. 



OTHER SHOWS SOLD OUT 



Only 



Negro 
Persona lily 



°" DALLAS 
RADIO 

Phone: Fairdale 6141 -Collect 
Or: \\ ery-Knodel. Inc. 

New ^ ork Chicago Atlanta 
Dallas Los Angeles 



Hiehniond, and W YOl , Norfolk, Va. 
The) are all lOOT Negro-appeal, and 
many of the staff is Negro (including 
managers, chief engineers, program di- 
rectors and salesmen). 

Savs Eaton: "We feel most en- 
couraged about the growing interest in 
Negro radio, both nationally and local- 
ly. We have more accounts buying 
than ever before, and v\e are 90% 
S.R.O. ' UBC stations cover an esti- 
mated ]f>% of the total Negro popu- 
lation, based on corrections to the 1950 
Census Bureau material. 

John L. Pearson Co. represents 13 
Negro-appeal stations covering some 
47' f of the Negro population (see 
separate story, page 9). 

Ihe OK station group includes five 
outlets. WBOK, New Orleans; KYOK, 
Houston; WLOK, Memphis: WXOK, 
Baton Rouge, and KAOK. Lake 
Charles. La. Jules J. Paglin, president 
of the OK Group, reports the stations 
cover a potential audience of 1.5 mil- 
lion Negroes. 10% of the total Negro 
population as based on the last Census 
report. 

This \ear. Paglin savs, "national ad- 
vertisers have come to a greater reali- 
zation (jf the value of Negro radio, and 
are rapidly realizing that there are 
few places they ean go for increased 
sales to meet the rising cost of opera- 
tion. The) must seek out new con- 
sumer areas they have not formerly 
reached to get their increased sales. 
They are learning that the Negro does 
not respond to this general mass push 
I hat reaches the middle class general 
audience, and that the Negro must be 
reached with a specific appeal that has 
his tvpe of copy approach and his type 
of preferred programing. 

"'1 he Negro is not ordinarily a print 
media reader. He prefers to get his 
education, information, entertainment 
and news from radio. Negro radio is 
growing, hut it is only possible by de- 
livering to this specialized audience 
new and more intensive ideas to create 
an awareness among these people that 
radio serves them better and more ef- 
fective!) through their own people in 
giving them an honest and truthful 
story." 

There are six Negro-appeal stations 
in the Honnsaville Group. They are 
WCLN. Cincinnati; W'LOP, Louisville: 
WMBM. Miami Beach; WO US, Jack- 
sonville, Kin.; \\ 10K. Tampa, Fla., 
and WSOK, Nashville. * * * 



WANTED 



SPONSOR needs a live-wire pro- 
motion/business manager for its 
ad department. 



Now that SPONSOR is going 
weekly 27 October, our expan- 
sion blueprint calls for an alert, 
experienced promotion business 
manager for our busy sales and 
advertising department. The man 
vve need is alert to opportunities 
for increased sales, a sales stim- 
ulator, an experienced idea-get- 
ter, and a good administrator. 
Some of his key requisites will 
he the ability to provide strong 
sales ammunition, to take an in- 
ternal load off the sale> man- 
ager's shoulders, and to initiate 
constructive projects. He ll head- 
quarter in New York. This is a 
brand-new job at SPONSOR — 
and a choice opportunity. Please 
1UTS11 full details including 
salary requirements. 

BOX 917, SPONSOR, 40 E. 49, 
NEW YORK 17 
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KPRS 



is the KEY to 
Kansas City's 127,600 
Negro Market 



o 



n 



SALES RESULTS PROVE IT! 

ITALIAN SWISS COLONY WINE 

"Sales in ten months with KPRS from 
zero to 57% coverage and 25% of 
available market business." 

AUTOMOTIVE SUPPLIES 

"Use of KPRS our finest method of ad- 
vertising. Shows loyalty of listeners 

to station advertisers." 

(U.S. Royal Tires) 

JEWELRY 

"KPRS has brought us more new cus- 
tomers than all other media used. Saved 
us 7.3% of advertising budget." 

CLOTHING 

"After 21 years as a radio advertiser 
we find KPRS outpulls all others in ac- 
tual business and in cost." 

TIRES 

"Switching from two local stations to 
KPRS achieved our greatest sales re- 
sults with only 2.8% expense." 

(Goodyear & Penn. Tires) 

The ONLY station in the rich Kan- 
sas City Metropolitan area beamed 
exclusively to the Negro Market . . . 

KPRS 

1000 W. — 1590 KC. 
Kansas City, Missouri 

Represented nationally by 
Joseph McGillvra, Inc. 



3. SIGNPOST 

(Continued from page 9) 

4. A fact sheet indicating the com- 
bined market data of all the Pearson 
stations. 

This national data is supplemented 
with regional and local information. 
Each of the Pearson-represented sta- 
tions will he outlined in fact-sheet form 
as to growth of the market, education, 
occupation, estimated purchasing pow- 
er, median income and age distribu- 
tion. 

The final presentation section takes 
the form of retail trading area maps 
which include individual market sta- 
tistics and on which the millivolt con- 
tour pattern of each of the 13 radio 
stations is superimposed. 

This study is the kick-off point for 
organization of the stations into a pack- 
age for buyers. Pearson plans to meet 
with the station managers this month 
and to present a one-contract sales plan 
which offers national advertisers a po- 
tential audience of some eight million 
Negroes. 

Pearson explains: "We'll propose 
the stations keep the same rate they 
now have. We want to sell the buyer 
on the basis of this mass coverage by 
signing one contract and paying with 
one check. How much the package 
will cost, or how we will process the 
contract and the check, we don't 
know." 

Many of the stations represented by 
Pearson have long compiled local mar- 
ket data to back up their sales argu- 
ments J.o prospective sponsors. Out- 
standing among them is WD I A, Mem- 
phis, which has taken a leadership role 
in the Negro community life there. Tt 
sponsors such things as free movies, 
a Negro Mardi Gras, Little League 
baseball teams, a school bus for crip- 
pled Negro children (see picture page 
3). 

And "I'll wager WD1A had 170 dif- 
ferent national advertisers on the air 
between 1 April, 1955 and 1 April, 
1956," says Pearson. "Memphis is an 
outstanding success, but it just didn't 
happen. Any other major market sta- 
tion can do the same, but it has to 
know its local market and program 
to it." 

He cites a station scheduled to go 
on the air next month as an example 
of "a natural to succeed." WCHB, 
lnkster-Detroit. will program 84 hours 
weekly as 



601,990 

NEGRO LISTENERS 
EVERY WEEK (cpa) 



RATING 

C8.2 PULSE) 

Highest in history of 
N.Y. Negro radio audience 
ratings-MARCH '56 



WLIB has more Negro 
listeners than any other 
New York radio station 
—network orjndependent, 

*S WLIB is the only station 
with studios in Harlem. 



If you want to sell the 
N.Y. Negro Market 

CALL • WRITE • WIRE 



1190 ON THE DIAL. 



'Michigan's only 100% 



Negro station. 



It's owned by Dr. 



HARLEM RADIO CENTER 

2090 Seventh Avenue, New York 27 
MOnument 6-1800 
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llalev Bell, a practicing dentist there 
for 34 venrs who has long been iden- 
tificd with the Negro community and 
as a leader of it. 

WClll? is the most recent addition 
to the Pearson lineup. 

Others: W OY. Ne« York: WAVCA. 
Can. Intl.: W'Dl A. Memphis: WTJAS. 
Philadelphia: KCOl 1. Houston ; KNOX, 
Fort-Worth-Dallas; W'KDK. Birming- 
ham: KNLW". St. Louis: W'MOZ. Mo- 
bile; WMF?. Chattanooga: W'OSN\ 
Charleston. S. C. and KNLR. Little 
Hock. Ark. 

Pearson has created two new job as- 
signments to back up its heightened 
activ itv in the Negro market. Tn New 
^ oik. Dick Allen, formerly with Kadio 
\dveitising Bureau, has been desig- 
nated head of the new business and 
sales development department. In Chi- 
cago. Frank Heed, veteran Midwest 
manager of the company, has been 
promoted to the same type of develop- 
mental assignment. They will visit 
agencies and clients, presenting the Na- 
tional Negro market story and the 
stories of the 13 stations. * * * 

4. NATIONAL CASES 

{Continued from page 10) 

food store group and W'ieboldt's de- 
partment store. Webb is interested in 
maintaining a steady growth in Negro 
acceptance and purchase. One of its 
primary aims: to reach the migrant 
Negro family , a major factor in 
Chicago's population picture. It is 
estimated some 8,000 Negroes move to 
the cit) even month. 

Canned fish: Maine Sardine Indus- 
try, Augusta. Me. is comprised of a 
group of packers of domestic sardines 
caught in the waters off Maine. The 
account is handled b) BBDO, Boston. 
\ long-time buyer of Negro radio, the 
account now sponsors minutes and par- 
ticipations at the rate of 10 to 12 
weekly on each of 97 stations in more 
than 50 markets. 

0. Wright Briggs Jr.. radio and tv 
director of BBDO in Boston, explains 
the accounts ad\ ertising approach 
this wa\ : 

"Maine Sardines is anxiou* to reach 
the Negro audience because Negroes 
haw in the pa-t proved to favor this 
tvpe of food product to a marked 
degree. Spot radio does an effective 
job of covering the areas in which a 
great portion of the Negro population 
resides. I here are main stations today 



which devote either all or a consider- 
able portion of their programing to 
informing and entertaining Negro 
audiences. Obviously, these stations 
are the best for our purpose. Likewise, 
television saturation is still not exten- 
sive enough in the Southern area to 
warrant the use of that medium as a 
general thing for this purpose."' 

Mthough minutes and participations 
are standard. Maine Sardines' sched- 
ule sometimes includes chainbreaks. 
This choice is determined bv availa- 
bilities and the type of station being 
purchased, the latter including "a 
good many elear-channel, wide-eover- 
age stations as well as those with 
spec ialized Negro appeal.'" The client 
prefers announcements to be scattered 
from Tuesday through Fridav. usu- 
ally from 9 a.m. through 4:30 p.m. 

Briggs, discussing programing, says: 
"Well known personality t\pes are the 
best y chicles to carry the sponsor's 
message to the Negro audience. With 
radio programing as it is today, at 
least a modest announcement satura- 
tion in the daytime hours will reach 
the housewife to best advantage. ' 

lleer: Stag Beer, made bv Carling 
Brey\ing Co., St. Louis, approaches the 
Negro market with this concept. "We 
treat xXegroes as people, absolutely no 
differently. We use the same commer- 
cials we use in the white-appeal adver- 
tising." So says Joseph B. Benge. 
account executive on Stag at Frwin. 
W asey & Co.. Chicago. 

The regional beer has a five-state 
distribution area: Illinois, Missouri. 
Tennessee. Arkansas and Oklahoma. 
Its Negro-appeal radio schedules are 
limited because "we think we cover 
colored people with regular media. 
We know Negroes listen to other than 
all-Negro stations, and we buy Negro 
radio as supplemental." 

Stag maintains a continuous adver- 
tising schedule, but peaks its yarious 
media according to season. Radio's 
seasons: spring: and summer. Tran- 
scribed announcements are released by 
the agency in 20- and 60-second varia- 
t ions. 

Margarine: Cood Luck Margarine a 
Lever Bros, product, bins Negro radio 
in a few selected sales areas. 

"New Orleans is one of its most 
productive markets, * says Jim McCaf- 
frey, timebiner at Ogilv\, Benson X 
Mather agency, New York. There 
seem to be two main factors. The ratio 



of Negro to white population is high 
there, and New Orleans radio offers 
"unusnallv good"' on-the-air salesmen. 
I he client likes the fact that there is 
a heavy white tnne-in to the rock-and- 
roll shows in which Cood Luck buys 
participations. 

Chewing gum; WYigley's Spearmint 
Cum, made by the W illiam Wriglev 
Jr. Co.. Chicago, and serviced bv the 
Arthur Meverhoff agency there, buvs 
Negro-appeal radio in more than 40 
selected markets. The total number of 
markets is understood to range as high 
as 68 to 70 at certain times. 

Wriglev started using Negro radio 
for the first time in 1953, v\hen it 
purchased the National Negro Net- 
work of 13 stations. It bought adja- 
cencies following the da) time serial. 
Ruby Valentine, using such phrases 
as these in copy : "refreshing, delicious 
treat freshens cool and clean — re- 
laxed — pressure of a rough day — chew 
Spearmint e\erv daw"' 

According to Henry Webster, vice 
president and secretary of the company 
who serv ed as its advertising manager 
for main years. Wriglev chooses its 
broadcast time according to individual 
market tastes. Minutes and station 
breaks are purchased as early as 5 
o clock in the morning. The usual 
frequency is one announcement daily, 
five days weekly on 52-week schedules. 

Spearmint copy is especially written 
for the Negro audience. W'rigley sends 
cut transcribed announcements which 
feature such Negro personalities as 
Sed McCoy and Fhvood Smith. 

Webster, explaining WVigley's ad- 
vertising concept of reaching the 
Negro market. sa)s: 

"For a long time we didn't want to 
advertise to the specialized market. We 
figured people are people, and that we 
could reach the most people the most 
economically with a mass medium 
rather than small, specialized media." 

Field representatives of the com- 
pany, however, alerted W'rigley man- 
agement to the fact that its general 
advertising message "wasn't getting 
through" with certain groups. And 
that's when the gum concern started 
rising specialized radio, aiming partic- 
ularly at the Negro and the Spanish- 
speaking audiences. 

\n agency spokesman explains that 
the transcribed commercials gain an 
audience identification because they 
are written for the Negro and feature 
Negro personalities. 
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WGES 

Established in 1924 

There are only 10 cities in the 
United States with a total 
population greater than the 
Negro population of Chicago- 
land. 

Eleven years ago we began a 
half hour daily broadcast di- 
rected to the Negro population. 
Today we devote 11 hours daily. 

Why? 

The Negro population 
of Chicagoland is now 
more than 721,500.* 

The buying power of 
this responsive segment is 
immense . . . more than 
3/4 billion dollars. 

The personalities to broadcast 
your advertising message: 

Bill Fields— 

6:00 AM to 7:00 AM 
Mondoy thru Soturday 

Stan Ricardo — 

9:30 AM to 12 noon 
Mondoy thru Soturday 

Richard Stams — 

12:00 Noon to 1:00 PM 
Monday thru Saturdoy 

Al Benson — 

3:00 PM to 6:00 PM 
Mondoy thru Soturday 

Sam Evans — 

9:30 PM to 12:00 midnight 
Mondoy thru Soturdoy 

Sid McCoy — 

12:00 Midnight to 1:00 AM 
Mondoy thru Saturdoy 

A Big Market 

with 

Big Buying Power 

in a 

Concentrated Area. 

°SRDS Consumer Markets 

WGES 

5000 Watts 
2708 W. Washington Blvd. 
Chicago 12, Illinois 



"We want a uniform presentation of 
our commercials, because we can then 
control the sales message and sec that 
it is in keeping with the dignih of the 
product. A lot of times the local 
personality has a style which is 
undignified even though he might sell 
very, very well. This policy of dignity 
in the commercial presentation adheres 
to a long standing Wrigley policy." 

Shoes: Announcements are bought hv 
Thorn MeAn Shoes in several major 
markets, four of the most productive 
of which are New York, Detroit. Balti- 
more and Philadelphia. The client is 
Melville Shoe Corp., \ew ^ ink, and 
the agency is Ogilvy. Benson & Mather, 
same city. The shoe firm prefers par- 
ticipations in local personality shows, 
especially the disk jockey music and 
chatter type of program. 

Beer: Ixheingold Beer, long a heavy- 
user of broadcast advertising, this 
summer started its first intenshe use 
of Negro-appeal schedules in New- 
York City after working out a step-by- 
step formula for reaching the Negro 
market over the past three \ears. 
Its specific broadcast pattern was 
smoothed out in Los Angeles, where 
Negro-appeal radio has been running 
for some time. 

The beer is produced by the Khein- 
gohl Brewing Co., Los Angeles, and its 
advertising is directed by Foote, Cone 
& Belding. New York. 

This buying pattern typifies the sum- 
mer schedule which Rheingold has 
been carrying in New York City. 

According to Broadcast Advertisers 
Reports for that market, based on ra- 
dio station monitoring during the week 
ending 23 June, Rheingold announce- 
ment buying looked like this. 

It purchased a total of 88 announce- 
ments of which 24 were minute breaks, 
50 were participation minutes, 13 were 
station breaks and one was a 30-seeond 
participation. The beer, in addition, 
sponsored three 10-minute time peri- 
ods. Five stations were used. 

There was a fairU even spread of 
radio business on the first six days of 
the week, excluding Sunday. The spe- 
cific number of sponsored announce- 
ments and time periods, by day : Mon- 
day. 16; Tuesday. 13: Wednesday, 14; 
Thursday. 16: Friday. 18: Saturday. 
14, gi\ ing good coverage to each day. 

Rheingold prefers daytime time slots, 
with 76 of the 91 buys scheduled be- 
fore 6 p.m. and onlv 15 slotted at 6 



Pulse 
Hooper and 
Nielsen 
Prove 

WAOK 

1st in the 
Atlanta 
Negro Market! 

In the full 72 quarter-hour 
period surveyed . . . WAOK 
leads ALL stations in 
Negro Homes with 56 quarter 
hours (plus 1 ties) . 
(Negro Pulse . . . 
March-April. 1956) 
Latest Hooper and Nielsen 
reports also show WAOK 
is the number 1 Negro 
programmed station. 



Remember: WAOK is 
Atlanta's Only 
Full Time Negro 
Programmed Station 
and 5,000 Watts 



For Availabilities Call 
Your FORJOE Man 



IBSl/Vl^ ATIANTA 

l!!£Vlv 6EOR0,A 

5,000 WATTS I 1380 KC 
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there's only 
ONE way 

to reach the 
fabulous 

NEGRO 
MARKET 
of Durham - 
Raleigh 

and Eastern 
North Carolina 

and that's with 

WSRC 

Durham, N. C. 



"Only station 
exclusively to 
Market " 



programming 
the NEGRO 



SERVING OVER A QUARTER 
OF A MILLION NEGROES 

These top rated Personalities 
really do the job. . . . 

★ NORFLEY WHITTED 

★ HONEYBOY FORD 

★ DR. JIVE 

TAKE A i_OOK AT THE 
FACTS 

Call our Reps for a peek at 
the new August 1 956 "5 Coun- 
ty PULSE" or the new August 
1956 "HOOPER" 

The Greatest selling station in 
America 

WSRC 

1410 — The hottest spot in 
Eastern Carolina 

Call RAMBEAU 

Southeastern — Dora -Clayton 



or after. From 6 a.m. until noon there 
were 49 buys from noon to 6 p.m.. 27. 

Breakfast food: Kellogg's Corn 
Flakes at this point bins onlv one 
market, .Memphis, to reaeh a Negro 
audienee. Joe Hall, tiinebuyer at Leo 
Burnett agency. Chicago, explains that 
Negro-appeal radio has been recom- 
mended by the agency for next \ ear. 
The plan: Negro radio in areas with 
''poor tv penetration." Several market-; 
have been suggested for early '57. 

Soft drink: Kool-Aid, a soft drink 
powder made in different flavors b\ 
Perkins Products Co., Chicago, a divi- 
sion of General Foods, uses Negro- 
appeal radio in five Northern markets. 
Time is purchased by Foote. Cone & 
Kidding, Chicago, which three years 
ago conducted an extensive survey of 
radio in Negro markets. Dorothy 
Fromherz, agency tiinebuyer. sa>s the 
buying pattern this \ear is for partici- 
pation in programs conducted In 
Negro disk jockeys. 

This is Kool-Aid's second year for 
Negro-appeal radio and, because of 
the type of product, this advertising is 
scheduled only during the summer 
months. The objective: to reach the 
Negro audience in specialized Negro 
markets. The results: "'a tremendous 
sale among Negro families, according 
to the sales figures." says Mrs. 
Fromherz. 

FC&B sends out special radio copy 
for Negro-appeal programing so that 
local personalities can use their own 
phrasing, based on fact sheets as well 
as on finished commercial copy. All 
announcements are one-minute partici- 
pations. 

Toiletries: Shulton Inc., New York, 
through its New York agency, Wesley 
Associates, buys Negro-appeal radio in 
selected markets. ll> key cities: New 
York, Chicago. Detroit and Memphis. 

Its advertising pattern started with 
a Negro radio test in Memphis two 
\cars ago, getting what Joe Knap, 
media director of the agency, terms 
"excellent results in terms of sales." 
The initial test was a 13-week cam- 
paign from September through Christ- 
mas on behalf of its line of Old Spiee 
stick deodorant and aftershave lotion. 
The findings, according to Knap: 
" The Negro radio schedules brought 
stronger results because of our use of 
white stations at the same time. 
Negroes got a double impact from 



hearing the Shulton advertising on 
general stations as well as on Negro- 
appeal outlets. 

"As for programing, we prefer par- 
ticipation? in a personality --how. with 
local talent — usually a disk jockey — 
handling the live eop\. 

Live copy is backed bv a transcribed 
Old Spice jingle, a familiar ditty which 
was rewritten and revamped for the 
Negro market. Da) time announce- 
ments, during the morning and late 
afternoon hours, are preferred, at the 
rate of from five to 10 weekly. The 
pattern is one station per citv. 

Says Knap: 

"A lot of Negroo have heard our 
Old Spice jingle on general stations, 
and we get added impact and added 
identification from the instrumental 
variation aired on Negro-appeal sta- 
tions. The disk jockev? get the record 
for background, and then we give them 
sales points which thev phrase in their 
own words and styling." 

Cosmetie: Nadinola Cream, a skin 
bleach made by the National Toilet 
Co. of Paris, Tenn., is a long-time 
buyer of Negro-appeal radio. The 
cream is esentiallv a Negro-appeal 
product. 

Frank Hakewill. vice president of 
Nadinola s agency. Roche. Williams & 
Clean. Chicago, explains that the 40- 
> ear-old product buys twice-) early 
schedules in some 20 markets. The 
spring campaign starts in February 
and continues into June, and a fall 
schedule continues from September 
through November. Fach seasonal 
budget allocation is based on sales 
dining the previous six months. 

The client is looking for "a 100'T 
Negro audience." Hakewill reports, 
Inning an average of one. station per 
market with a schedule of 60-second 
participations and adjacencies. Nadi- 
nola prefers participations within 
shows so that the "'name" performer 
on a disk jockev or spiritual show, for 
example, can deliver the bleach cream 
commercial. 

AH commercials arc handled live, 
with the local performer selecting copy 
points from a complete commercial 
script which the agencv sends out. The 
tvpical station buv is six announce- 
ments weekly for the 21 weeks yearly 
in which Nadinola schedules its radio. 

The company has been Inning 
Negro-appeal radio for some 20 years, 
and last year for the first time sched- 
uled tv announcements. 
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As a result of this tv schedule, it 
found that the skin hleach was gaining 
distribution in stores patronized by 
white persons and that some white 
people were bming it. This fall, the 
company plans to go into seven or 
eight tv markets. 

Although most of the \adinola radio 
markets are in the South, many of the 
"better" markets — from a sales view- 
point — are in the North, says Hakewill. 
He cites New York, Cleveland, New- 
ark, Philadelphia and San Francisco 
as good Northern areas for Nadinola 
sales. In general, all markets are 
chosen on the basis of the density of 
Negro population. 

The budget for each market is set 
by F. M. Allen, sales manager and 
part owner of National Toilet Co. He 
maintains close contact with all re- 
tailers and wholesalers, and knows 
where all the sales are coming from. 

Drug product: Vaseline Petroleum 
Jelly, made by Chesebrough-Pond's, 
New York, was recommended a radio 
schedule to reach the Negro market by 
McCann-Erickson agency in 1953. 
Starting that year with an eight-market 
schedule, Vaseline Petroleum Jelly 
toda\ is buying a 38-station list. Each 
station is in a market area of 50,000 
or more Negroes. 

The jelly, which is odorless, tasteless 
and pure, has many uses. McCann- 
Erickson attempts to get a great variety 
of these uses included in the live copy 
handled by local station talent. Negro 
radio for Chesebrough continues to be 
one-minute participations in local 
shows, and these are usually music 
programs featuring popular disk 
jockeys. 

According to Rill Pcllenz, timebuyer 
on the account. Negro market radio 
has proven so effective that Negro 
print schedules were dropped this year 
in favor of broadcasting. He super- 
vises the buying of announcements in 
the early morning, afternoon and 
evening time periods. 

''The most effective use of Negro- 
appeal radio," says Pellenz, "is with 
local personalities. We give them fact 
sheets to work from, because a canned 
commercial doesn't ever seem to fit 
the personality." 

Insurance: Negro-owned insurance 
companies have a problem in gaining 
consumer confidence and consumer 
acceptance among Negroes. Originally, 
white insurance companies declined 
to accept business from Negroes be- 



cause they had a higher mortality rate 
and a lower income than whites. This 
is when Negro-owned companies be- 
gan operating. 

In the past years, however, as the 
Negro economic level has bettered and 
as sanitation measures and personal 
health have improved, the white-owned 
insurance companies have fought a 
competitive battle with Negro com- 
panies for the Negro policy-holder. 
Toda), Metropolitan Life Insurance 
Co.. for example, is understood to have 
more Negro policy-holders than all 
\egro-owned insurance companies 
combined. 

Four national Negro insurance con- 
cerns— owned by Negroes and aimed 
at the Negro market are serviced by 
the Arthur MeyerholT agency out of 
Chicago. These companies, with the 
number of branch offices, include: the 
Chicago Metropolitan Assurance Co.. 
23; Supreme Liberty Life Insurance 
Co., 38; North Carolina Mutual of 
Durham, 45; and Mammoth Life and 
Accident Co. of Louisville, Ky., 19. 

All of these insurance companies 
sponsor Negro-appeal radio to gain 
acceptance for their salesmen in the 
local market. And. as a backstop to 



their radio selling efforts. lhe\ bin 
space in so-tenned "white"' newspaper^, 
to gain Negro reader acceptance. The 
theory is that Negroes, accepting white 
persons as expert and reliable in the 
realm of finance, will trau>late that 
same acceptance to Negro insurance 
companies after seeing their ails in a 
general circulation newspaper. 

Each of these insurance companies 
buys local-level programing and an- 
nouncements, tying the radio effort to 
local sales drives which are usually 
two weeks long. The four companies 
have used Negro-appeal radio for the 
past five or six years. The) prefer to 
reach an older, more mature prospect 
and to do this they sponsor spiritual 
shows and newscasts. 

In all cases, the bu\ ing technique 
is designed "to give identity to the 
Negro insurance representative when 
he calls on the family. It makes it 
easier for him to get beyond the front 
door, and into the living room to talk 
with members of the family.*' So savs 
an agency spokesmen. 

The four concerns also buy national 
consumer magazines in conjunction 
with the radio and newspaper sched- 
ules, here again to gain acceptance. 
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WJLD 



THE NATION'S 
FINEST 
NEGRO RADIO STATION 




IN THE HEART OF 

METROPOLITAN BIRMINGHAM 

if The South** Richest 
Negro Market 

^ W ith the Highest Negro 
Family Income in the 
Southeast 

^ Highest Percentage of 
Negro Population of the 
Nation's Larger Cities 

40% of Birmingham's 
Population is Negro. 

Of the 240,000 Negro 
Population — 

H d If of the Negro families own 
their on n homes 

38% of the Negro families own 
automobiles 

and 

All ol the Negro families listen 
to the only Negro-programmed 
station covering Birmingham 

Full time 

\)\\ \NI) NIGHT 

WJLD 

Represented by Rambeau 



\\ ine: The Chicago area distributor 
for Roma wine I made by CYA Corp.. 
San Francisco, a di\ ision of Schenlcy 
Industries I asked a Chicago consult- 
ant on Negro adv erlisiug. Leonard 
Evans, to help determine its local 
advertising strategv. 

The distributor's problem: (I) to 
make inroads against the sales of a 
competitive!) priced wine, which was 
preferred In Negro consumers 10 to 
one over the Roma brand, and (2) to 
gain new distribution and larger 
orders from stores alrcadv stocking 
the brand. 

The formula called for Negro radio 
in saturation announcement quantities 
during the first six months of this 
year. Minutes were scheduled during 
two-hour intervals, usualh with a one- 
hour lapse. 

1 luis announcements were slotted 
between 7 and 9 a.m., 10 to noon, 1 to 
3. etc. (The hours from 3 to 5 p.m. 
were omitted because Evans thinks 
this is largely a teen-age group.) 
Schedules continued through midnight. 
A big part of the buying plan provided 
for inclusion of four or five dealer 
mentions on each of six radio stations 
every day. This insured dealer as well 
as consumer attention. * + * 



5. LOCAL CASES 

(Continued from j>agc 111 

ule on WJLD, Birmingham, Ala. An- 
nouncements were aired on the Tru- 
nwn Puckett program, and integrated 
into the continuity. Since the begin- 
ning of the dri\e, Cinderella Shoe 
Store reports 100 sales per week to 
listeners in Birmingham's Negro mar- 
ket. Onl\ first-qnalitv and top-fashion 
shoes are advertised. 

Tv sales-service: Muntz Tv slated a 
schedule on WEBB. Baltimore, before 
the station took to the airwaves. Placed 
through Brahms-Oerber Advertising, 
the contract ran for a year. Sales suc- 
cess was apparent from the outset. sa\s 
Jack Brahms of the agenc\ . and at the 
end of the year. Munt/ renewed. To- 
day, compain s WEBB schedule totals 
100 announcements weekly, pins three 
30-minule shows a doubling of the 
initial air lime purchased on the sta- 
tion. 'I he current annual budget: 
more than Si I!. 000. \ special credit 
sui'vev of \\ KBB leads showed only a 
one per cent variation between white 
and Negro people when it came to the 
degree of credit risk. Cost of WEBB- 



dclivered leads "is lowest per call of 
any media used in Baltimore.' The 
"round"' figure: $4.50 per call. 

Appliances: Horatio's Esso Service, 
Raton Rouge. La., has increased its 
radio outlay since 1953 by $12,000. 
Owner Horatio Thompson debuted as 
a WXOK advertiser in 1953 with a 
$3,000 annual budget to advertise ap- 
pliances. In 1954, the allotment was 
> 6.000; in 1955, $9,000: this year, 
$15,000. Thompson places 12 to 15 
announcements per day on the Baton 
Rouge outlet. In 1955, the client aver- 
aged sales of 14 tv sets and five major 
appliances per month. This year's av- 
erage: 30 tv sets and 10 major appli- 
ances. His estimates for January, 
1957: 40 and 15, respectively. 

Toxical)*: The Allen Cab Co. im- 
proved its business by 33%. and un- 
covered some important business sta- 
tistics as a result of advertising via 
K.ATZ, St. Louis, Mo. The increase of 
business came in the first month, and 
has continued on the upswing. In ad- 
dition, two commercials, geared to re- 
cruiting cab drivers, produced 50 job 
applicants. Statistics, as reported by 
B. A. Foster, v.p. of Allen, are: 80,000 
telephone orders per month and an ad- 
ditional 75,000 street pick-ups, total- 
ing 155,000 orders for cab service. 
The average "load" is 1.7 passengers 
per order, for a total of 263.500 pas- 
sengers per month. Each passenger 
spends an average of ll 1 2 minutes in 
a cab. Further, Foster says, *'Our com- 
pany began advertising on KATZ in 
January, 1955. At that time we had 55 
cabs and our number of passengers per 
month totaled 119.000. Radio in this 
market had more than doubled busi- 
ness for the company. 

Cars: When this used car concern was 
three months old, it began advertising 
on one station with n budget of $100 
a week. After two weeks, it doubled 
its schedule. Big Hearted Eddie, a 
used car dealer in Birmingham. Ala., 
signed for a saturation announcement 
schedule on WJLD. \fter three days, 
results were outstanding, according to 
the dealer. And on Saturday of the 
third week. 2-1 automobiles were sold 
as a direct result of the radio an- 
nouncement*. Consequently, the bud- 
get was increased to Sl0c5 per week. 

Furniture: Rogers Outfitters credits 
growth of its furniture business mainly 
to YVNJR. Newark. N. J. And it has 
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increased its expenditure <">00/c in 
only three years. No furniture outlet 
in Newark had used Negro radio to 
any extent, when Rogers placed a mod- 
est announcement schedule on the sta- 
tion in 1953. Since that time, the 
relatively small furniture outlet has 
branched out, until now its home office 
is a six-stor\ store equipped to handle 
the increase in business. It is now one 
of the four largest-volume furniture 
stores in Northern Jersey. Most of 
Rogers' ad budget goes to radio. 

Loans: The Ru)al Loan & Finance Co. 
operates 58 offices in 11 states. After 
using a Negro-appeal schedule on 
KATZ, St. Louis, Joseph II. Pollak of 
the conipanv stated: ''The first 12 days 
produced 151 loans as a direct result 
of KATZ commercials." Satisfied with 
the results, company renewed its radio 
contract. 

Automotive : Warren C. De Guire. 
proprietor of a San Francisco auto- 
motive repairing firm bearing his 
name, had his doubts about advertis- 
ing to one segment of the population. 
Nevertheless, to test Negro radio, he 
selected a schedule on San Francisco 
outlet KSA\. The $550 per month 
schedule had been in effect for six 
months, when De Cuire reported the 
following: "During the past six months 
my business has more than doubled, 
and I have had no more problem with 
credit than 1 would have had using 
any other form of advertising to reach 
the general public." 

Cameras: A Jackson, Tenn., photo- 
graphic supply company used radio 
geared to the Negro market. The meth- 
od: advertise an item not displayed in 
the store and use radio advertising 
only. The Camera Shop contracted 
for spot announcements to be run for 
13 weeks, four a day across the board, 
on WJAK, Jackson. Announcements 
featured a camera-flash-case package 
for $9.95. regularly priced at $13.95. 
In the first 30 days there were 60 
sales, higher than anticipated. George 
Walker, manager of The Camera Shop, 
stocked all of the radio test merchan- 
dise in a store room so the customer 
would base to ask for it. 

Construction: The United Construc- 
tion Co.. Birmingham, Ala., which re- 
pairs and remodels houses, selected 
WJLD of that city to determine wheth- 
er Negro home-owners would be inter- 



e.-ted in firm's home repair credit plan. 
Two factors were stressed in the com- 
mercials: (1) types of services, such 
as remodeling, repairing or adding 
rooms and (2) the credit plan tie-in 
with a local bank. As a direct result 
of the announcements, an average of 
50 calls per week are received request- 
ing that an estimator call. The aver- 
age repair job costs $300. 



* WMFS * 

NEGRO— RADIO 
FOR 

30% 



Skin cream : To create a demand for 
its $1 per tube skin cream. Artra 
scheduled announcements on AN OIC. 
Columbia. S. C. In addition, the sta- 
tion mailed out some 150 tubes of the 
product to surrounding drug stores as 
a sales aid. 

According to Robert R. Bischoff of 
the agency bearing his name, this prod- 
uct was ''off the ground" as a result 
of the station's dual effort. Bischoff 
cited the following sales: One store 
moved more than three dozen tubes of 
\rtra in the first week of the cam- 
paign: another retailer sold 14 dozen 
tubes in the first six weeks. W01C 
was the only medium used in the 
Columbia area. 

Bischoff cited the following sales: 
One store moved more than three doz- 
en tubes of Artra in the first week of 
the campaign; another retailer sold 14 
dozen tubes in six weeks. 

Tv-appliances: When Starlite, a 
Manhattan television and appliance 
store, started out four years ago, Rob- 
ert Crespi, its founder, decided to use 
a schedule of six weekly participations 
on a six-week trial basis on WLIB, 
New York. Sales results proved so 
successful that the original six weeks 
have stretched into four consecutive 
years — and the daily participations 
expand into more than a $25,000 an- 
nual billing. Crespi has seen his sales 
volume grow to $1.5 million per year. 

Wine: Melody Club Wine had used 
only point of purchase advertising ma- 
terial when, in early 1955, it was ap- 
proached by WS1D, Baltimore. Sug- 
gested for partial sponsorship were 
da\ time Brookl) n Dodgers' games. 
With only part sponsorship of these 
games, Melody Club Wine saw sales 
increase by 50'? in 1955. and before 
the baseball season ended, had asked 
for an option on 1950 season games 
for complete sponsorship. 

Sewing machines: C. J. Yei -million, 
owner of Peoples Sewing Machine 
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THE ONLY POSSIBLE WAY TO 
REACH 125,000 NEGROES IN 
THIS MARKET IS THROUGH 

1950 CENSUS 

WMFS 

REP. JOHN E. PEARSON CO, 



WCLS j 

I.OOO WATTS 

Col ambus, 
Georgia 

NO IV . . . 

a t00 c '< Negro 
Station 

•k All-Negro talent 

"A: All programs beamed to the 
Negro audience 

"k Only all-Negro programmed sta- 
tion in ihis $299 million market 

Total Negro population reached bv 

wcls- 198,578 
For full details contact: 

United Broadcasting Company 

National Representatives 
Dora-Clayton Agency 

Southeast Representatives 
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ANNOUNCING 

MAHALIA 
JACKSON 
PRESENTS" 



* DAILY HOUR PROGRAM OF MAHALIA JACKSON'S 
FAVORITE GOSPEL AND RELIGIOUS RECORDINGS 
SELECTED AND INTRODUCED BY THE 

"QUEEN OE GOSPEL SINGERS" 



► SOLD OUT— CHICAGO-WBEE 
SELLING 

* AVAILABLE Your market on hour or hour basis. 

WRITE-WIRE-CALL 



NEWARK - VVNJR; NORFOLK - WRAP 
— INDIANAPOLIS - WG EE 



Mahalia Jackson Enterprises 
123 W. Madison — Chicago — Fra 2-1276 



FIRST CHOICE 

OF SOUTHERN CALIFORNIA'S 

300.000 NEG 




HUNTER HANCOCK'S "HARLEM ATINEE" 
N0.1 IN EVERY SURVEY 




The POPular station 



if 



on the dial 

5,000 watts serving 6,000,000 peopie 

Los Angeles 

K<-|irr->entc<l National!) In BriiailtaM Time Sales • New \ork • Chicago • San Francisco 



Store, Louisville, ky., gives the follow- 
ing report after using loeal outlet 
WLOU. for the first time. "We spent 
$36 as a trial. The response was ter- 
rific. We traeed 152 ealls directly to 
the Negro radio advertising. What s 
even more important, we sold $2,500 
worth of merchandise to these respon- 
dents. This is the hest dollar-for-dollar 
results we have ever received from any 
advertising.'' 

Food product: The ageney servicing 
the Aunt Jemima Self Rising Flour ac- 
count wanted documentation that the 
product was being purchased in New 
York area stores as a result of its 
schedule on WWRL there. For a test, 
the station recommended a 15-minute 
segment in a morning spiritual show, 
across the board, and an offer of a 
flour measuring spoon every day for 
two weeks. Listeners were asked to 
send in a flour label to get the free 
premium. 

The station received more than 
4,800 labels, and a mail analysis 
showed returns from New York. New 
Jersey. Connecticut and Long Island. 
Client, as a result, bought an addi- 
tional striji with Dr. Jive. Reports the 
station: "Starting with very little dis- 
tribution in New York, the flour today 
has 100*7 distribution in every groc- 
ery store and super market for their 
two-, five- and 10-pound sacks. And 
sales are at an all time high. 

Ileal estate: The Hollywood Heights 
Development Co.. operators of a new 
Negro subdivision in Shreveport, La., 
used a program and announcement 
schedule on K ANY there. The adver- 
tiser bought a daily show, supported 
with six one-minute, announcements 
daily for a 10-week period. It adver- 
tised new homes costing from $9,500 
to $12,000. The result: sale of 168 
new houses, directly traceable to the 
radio schedule. Because of these re- 
sults, the developers are expanding the 
subdivision and will build another 100 
homes in the $11,500 to $16,000 price 
range. 

Appliances: WMFS. Chattanooga, 
Tenn., reports this results story from 
Grant & Merritt T. V. store there: 

". . . With one five-minule program 
each day, we received 10 leads for a 
one-night trial of a television set. Each 
dav we would install a tv set for the 
leads furnished by yon. and the next 
morning we would close better than 
six out of every 10." ★ ★ ★ 
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MILLION 



NEGROES WITH 
. REAL MONEY . 



1/5 of U. S. Negro POPULATION 
1/3 of U. S. Negro DOLLARS! 
are in these markets 
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*^ ,0i? NOW YOU CAN REACH 

THEM AT NEW LOW COST I 

(Actually as little as U per thousand! ) 



• • GET THE FACTS ABOUT THE GREAT 
ROLLINS "SINGLE-TRACK" PLAN 

ROLLINS BROADCASTING, INC. New York Office 565 Fifth Ave., EL 5-1515 
National Sales Mgr.: Graeme Zimmer Chicago: 6205 S. Cottage Grove Ave., NO 7-4124 
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INDIANAPOLIS 



The complete, factual story 

of the 17,000,000 Negro Market of the Nation. 

Facts, figures, listening habits, educational factors, 

median income, household ownership, everything on paper 

that proves that the Negro market is in fact a "market within a 

market" that is a "must" for every advertiser. 



JEPCO know.- 



now Un- 
wind Mows 



This is available free to all advertisers, all agencies. 

Just call JEPCO's 7 offices throughout the nation and 
whatever information you desire will be at your disposal 
immediately. 



John E. Pearson Company 



RADIO AND 



TELEVISION STATION REPRESENTATIVES 

New York • Chicago • Minneapolis • Dallas • Atlanta • Los Angeles • San Francisco 



